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were tracked on a semi-annual basis. Beginning with the Fall 1980 survey, the sample size
was doubled to include females. Subsequent surveys have been conducted annually and include
cross-sectional samples of both sexes.

YATS 1977 conducted 5520 interviews in the Spring and 5280 in the Fall. The Spring
report concluded that a greater proportion of young men between the ages of 16 and 21 have
graduated high school and are now working full-time in civilian occupations. It showed two
job attributes that young men perceived as attainable in the service: "teaches you a
valuable trade or skill" and "a career you can be proud of." Perceived unattainable job
attributes were: "good benefits for you and your family," "job you want," and "opportunity
to better your life." Self-reported school enrollment in general dropped according to this
study as did self-reported academic quality. In addition, more than i of the positive pro-
pensity group said they would be more likely to enlist if starting pay were increased by $50.
a month. Only about one sixth of the negative propensity group said they would be more
likely to enlist. The Fall survey found that positive propensity for all four services
declined from the previous year. This is the Spring study.
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INTRODUC lION

The rationale for conducting this study as well as the survey de-

sign and objectives are described in the Introduction to the Fall 1975 report.

For the reader's convenience, the following comments are reprinted from

the Fall report. Some references are added to reflect chronological and

survey content changes.

Background and Objectives

There are a number of factors that are related to a young man's

Sdecision to enlist in a military service. Factors such as national unem-

ployment and regional cultural environments can have a strong bearing

upon enlistment. Other factors related to enlistment behavior include

youth's general attitudes concerning military service and their awareness

of the opportunities provided by the services. These factors, especially

awareness, are influenced largely by promotion and advertising as well

as the many activities of service recruiters. Youths' attitudes and aware-

I ness also reflect the impact of various other influencers, such as their

peers, parents and family, teachers, coaches, counselors, and ex-

Iservicemen.
I

General attitudes concerning militari service can change over time

Ipartially because the potential market of 17 to 21 year old youths changes

Ievery year as new youths enter and older ones leave this age bracket. The

I
-* -|. *-
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outcome of recruiting efforts can be influenced by altering military service

attributes such as salaries, bonuses, training options, length of service, and

so on. The military services can also directly influence the propensity to

serve through increasing awareness of these attributes and by improving

attitudes by means of promotion, advertising and recruiter efforts. Indirectly,

improved awareness and attitudes can also be achieved by improving the

awareness and attitudes of the influencers of potential enlistment prospects.

Beginning in 1971, semi-annual youth surveys have been conducted

each Fall and Spring (excepting Spring, 1975) for the Department of Defense.

These surveys included interviewing a sample of non-prior service 16-21

year old male youths to gain insight into a variety of issues associated with

their attitudes toward employment in general and military service in particular.

This present report provides detailed analysis of the fourth of a four-part t

survey (Fall 1975, Spring 1976, Fall 1976 and Spring 1977), with an exarnina-

tion of some changes between Spring 1976 and Spring ' 1.

In order to compete effectively in the youth labor market, the

Department of Defense has a continuing need to obtain current attitudinal

information concerning the nation's youth. The principal purpose of this

sarvey is to provide the Department and the Services with valid, timely, and

actionable data concerning the youth labor market on a continuing semi-annual

tracking basis. This survey deals with propensity to serve in the military;
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effectiveness of advertising and recruiting efforts; impact of influencers;

importance of military attributes; and characterization of youths by such

factors as their demographics and life goals.

The information gathered on this and the past three surveys has

three fundamental objectives. The first objective is to gather information

that has common utility for all the military services.

Secondly, twenty-six special recruiting areas were isolated

throughout the country so that special analyses could be performed on each

of them. These areas, referred to as Tracking A reas, comprise one or

more geographic units of each of the services: Recruiting Detachments

(Air Force), District Recruiting Commands (Army), Recruiting Stations

(Marine Corps), and Recruiting Districts (Navy). Each service then can

track the study variables over time within actionable geographic areas

defined by recruiting boundaries of each service.

Thirdly, the study is designed to provide observations over time

so that changes in attitudes and behavior can be detected and appraised.

It is anticipated that controlled experiments migl-t be .ittempted aver time

in the Tracking Areas to test such factors as pc.nmotional materials, re-

cruiting practices, and advertising strategy.
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Study Design

The survey involved 16-21 year old males who do not have prior

or current military involvement and who are not beyond their second year

of college. In total, 5, 520 interviews were completed.

The survey employed telephone interviewing. Respondents were

selected by random digit dialing. Approximately 200 interviews were com-

pleted in each of 26 tracking areas. Thus, the study provides statistically

valid samples for each tracking area and allows computation of total U.S.

estimates.

In the first two waves of this study (Fall 1975 and Spring 1976),

only 13 tracking areas were studied independently. The 13 areas cumu-

latively accounted for about 65% of the U.S. "military available. ' The 13

tracking areas were selected from a total of 26 by using three criteria:

a) maximizing the percentage of the potential applicant pool covered, b)

providing sufficient geographic dispersion or regional coverage, and c)

limiting the number of recruiting units to three or less per Service. The

tracking areas included in the first two waves contain the following principal

cities and/or states:

* New York City

* A lbany/Buffalo

* Harrisburg

* Washington, D. C.
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* Florida

* A labama/Mississippi/Tt;niussee

* Ohio

* Michigan/Indiatia

* Chicago

* Minnesota/Nebraska/Nor(h Dakota/ South Dakota

, "I'exa s

* Southern California/A rizona

* Northern California

Ile ru mainder of the country was treated as ,ne area and was

refrred t as "balance of the country". Approximately 400 interviews

were conducted in this aggregated area.

In the two most recent waves (Fall 1976 and Spring 1977), the sample

waIs allo( cald to all 20 tracking areas. In addition to the above 13 areas,

infervi c\vs were conducted in these additional tracking areas:

* Philadelphia

* Boston

* Pittsburgh

* Richmond/North Carolina

* South Carolirna/Georgia

* New Orleans

* Arkansas

K(-nt1ucky

* Des Moine,

* Wisconsin
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0 New Mexico/Colorado

0 Washington/Oregon

* Kansas City/Oklahonma

All in all, the 20 tracking areas accouni (tor 1(",;,of the "military

available" in the continental U.S.

Detailed tabulations, referred to in this ru , ,re given in five

volunmes. Volumes 1 and 2, which constitute mfost (ot ihr analyses, contain

both Spring 1976 and Spring 1977 data for those queslions which are con-

sidered coniparablc.

Volunic 1: By Individual Tracking A rea

Volume 2: By Enlistment Propensity ', ward Active Duty in
the Air Force, A rmny, Marine Corps and Navy

VolumTe 3: By Schooling Stattus and ( rades in High School

Volume 4: By Age, Race, and Quality (Groups

Volume B: fy Enlistment Prrpl-',sity Ioward Reserves
and the National G na rd

Volume f): By Enlistnent Propensity I oward Coast Guard

The interviewing (or this wave took place betweev.n April 11, 1977 and

May .S. 1977.



MARKET FACTS Page 7

Content of the Interview

The interview focused on the following areas of information:

(1) Respondent demographics

* A ge

0 Marital status

0 Racial/ethnic affiliation

* Educat ion

0 E ti ploynie nt

(2) Propensity to enlist in the military

(3) Assessment of the importance of job attributes and their
ittainability in the military

(4) Assessment of advertising recall arid meaningfulness

(5) Information seeking activities about enlistment
involving self, recruiters, and other influencers

(6) Attitudes of certain influencers toward serving in the
military

(7) Nature and outcome of recruiter contact

(8) Knowledge of current military starting pay

(9) The relative effect of a $50 a month pay increase on

propensity to enlist in the nilitary

(10) Knowledge and precrences about educational benefits

(11) Lie goals and their achievalibity in the military

V.
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Questionnaire Change

The study design permits the it clusion of new elements from time

to tinie. For examnplc, in Fall 1076 a question was added dealing with the

effect of a $50 per month pay increase on propensity to serve in the military.

This item was retained in Spring 1977. The current survey has several new

features: an item assessing which branch of Service. is associated with the

concept "A rmed Services" or ''military", questions about the recall and

meaningflness of the advertising program of each service, and qtestions

assessing knowledge and preferences concerning Vcterans' educational

benefits.

A few items from Fall 1976 were delete'd in the Spring 1977 question-

naire. Respondents were no longer asked to associate advertising copy points

with specific service:s. The ques tions about influence of girl friends/wives

and of friends in the smrvice were also not asked.

A inalytic Comments

In such a large study, many results are likely to appear which

are due solely to chance or sampling variance. In order to avoid being

deceived by such results, this analysis delineates those results which are

unlikely to be dur to chance or sample idiosyncrasies. Specifically, all

si.iificance state,.ients are based on the 95% c,,nfidcnce level. This nleans

there is less than a 5% likelihood that such a result would occur solely due

to chance.
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In the Spring survey, pursuant to OMB suggestions, the effects on

response rate of altered instructions and small cash incentives were exam-

ined. These factors wert. assessed by a small split-sample experiment.

The result of this experiment will be reported in detail in a separate

document. For present purposes, it is sufficient to report that the cash

incentives increasted response rate by a very small ammiount and different

instructions had no effect.

The Lracking area (itsign of this study necessitales that the collected

data be weighted in order for us tot make valid estimates of national statis-

tics. In the Fall 1976 and Spring 1977 waves of the study an improved

weighting system was used (see Appendix II). In order for us to make Spring

1976 to Spring 1977 comparisons, the Spring 1q76 data had to be retabulated

according to the new wei mting system. As a result, Spring 1976 data roortcd

in this document nay differ slightly from what was originally shown in tht

Sprinq 1976 report. This weigahting system is discossed in detail in Appctidi\

III of this report.

I
I
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On data from the 13 original tracking areas, standard errors were

computed by means of the replicated sample procedure developed by W. E.

Deming (An Application Of A Replicated National Sample In Consumer

Research, Proceedings of the American Society for Quality Control, 1961).

Use of this formula produced ita-id-rd errors that averaged 10 percent lar-

ger than those compiuted on the weighted national samples. Hence minimum

t values were adjusted upwards by 10 percent in tests of significance on the

national sample (see Appendix I).

Since Fall 1976, only a minimum sample of telephone numbers has

been issued to interviewers. Additional numbers then are issued in small

subsamples until the correct number of completed interviews is reached.

This procedure provides tight control of the sample and is now standard for J
the survey.

• , , * .. .% 'II -- , 
' ' r u  ' -  

- " - . . . .. . .. .. .
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I*troductign

This -report is a discussion of the Spring 1977 wave (I.*., Wav IV) Of

the tracking, study of youth attitudes toward serviog In the armed forces. A

total of 5SZQ randomly selected males between 16 ad 21 years at age were

interviewed by telephone. Apiohnt 2 00 Wetrvim we"e condmeted in

each of Z6 tracking areas across th* oo,*iuetel Usite tates.,

f Malow Conclusion of the Studr

This wave of the study provide# an 18 month historical perspective

from which the -following cOMlb~kSi is d*&ra

F It appears that the military services contifte to have an, inorwOU4gy

more difficult, job of *atit (JA Mobers, ed in quality) young mnex int

the all-voluniteerr forec The decline in prepeneit to **",e aisic Fal 1WS

j ~(Ww* 1) appe to be related to tAe fact thet AMg&L~1L

Today's "mltyt toa leu~urt WSSrWP*3.Ti I

Uas d.* eI toop p p ~# ~ tW -wowP~ Oftet

* ~ ~ _r 7,m * w~4 *

Aw 04"



Propensity to Jefind theaum ,4 eduaA som*WIat frem gprig 1976

to Spring 197?. While the Propensuty -Aurees are dowa, these declines are not

statisticsltY significnt, As of Speing 1'977, howeV. the decline observed since

the first wave of these studies (W&U. 1975) is SIgnificant for all services. It is

apparent that it in beciiualg lacreaslugly wir difficult to afttrct peosp. to emuast

in the armed services,

The overall rank order of the a"Wie duty servics based on empressed

Propensity levels did not change fromi OPring 1976. The order to as

follows:

*Percnage.

.0 Air rre*5 5.%-1393

" Navy 16. 4% IL 2%. T1o .

" ArMY1.11.8-13,%

" Marine Corp* 11.3% 10.7% 119.3%
V.1.Mary mmisss of W=Oog~y .amIsbusf Ue #A*&" pWAramdd po-

ppmstt chms. VOluatoy meadisw dobmsd by a &iAtStiealy aigmleat

* ambount from $Pr~ms to NVOWA W& ofe tassie 4 t reerwuitn

market,.

Msa .4ih~e~n 4m "wafSt

Ift3prepmaly * in ~ I ~ ~ *eu Opi 777777~b
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Self-reported school enrollment in general dropped. Fewer Spring 1977

- respondents report being n high school or in college. Also, more have gradu-

[ated from high school. The proportion of respondents attending vocational

school dropped as well. Other significant changes include an increase in fuLL-

I time employment and a decrease In the proportion of unemployed respondents

[ who said they are not looking for a job. Self-reported academic quality of the

respondents dropped significantly.

r Spring to Spring shifts occurred with respect to Hife goal achievement.

Relative to civilian life, the military was perceived to gain ground in three

of 12 areas: doing challenging work, ability to make own decisions and advon-

[ ture and excitement.

r The military experienced setbacks with regard to perceived job se-

curity and making a lot of money, but maintained its position relative to

civilian life with respect to the perception of developing potential, respect

of friends, working for a better society, personal freedom, helping other

people, learning as much as one can and "ecognition and status.

rDiffiqrepee ]aV Traekm. Are.-as

r There are s~pifilesat dftreas4a in the dat 0ere s 26 tnemkii

a"as on AU of tho V IM s ilntha 1 0i1 tfakifg are& olysla.

Rn., Ih - Iw , ... . .#te wb p' -t" e.). et W•w ,w b , I e NowII Irii* C ow
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Iwith the rest of the country with respect to propensity to serve in the four

services (Chicago remaining below average in propensity toward the Army),

Southern California is below the nation with respect to propensity to serve in

the Army and Marine Corps. Wisconsin is clearly the poorest tracking area

with respect to propensity to join the military. Wisconsin falls below the

national averages for all of the active services except the Army.

Propensity for the Reserve Components is especially low in Ohio,

Chicago, Southern California and Philadelphia.

Perceptions of the Services

A military career is perceived as allowing a young man to have ad-

venture and excitement and job security. On the other hand, a military

career Is perceived as not permiting a young man to enjoy personal freedom, T

make his own job-oriented decisions, or make a lot of money.

Young men value certain job attributes when considering joining the

service. Two of these were perceived as being attainable in the service.

These were 'teaches you a valuable trade or skill" and "a career you can be

proud of." Valued job attribute. perceived as being hard to attain were "ee94

benefits for you sad your famnily, "Job you wet," and "opportunity to better

your life."

____ ___ ____ ___ ___ ___ ____ ___ ____ _ 1
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The individual services were perceived differently. The Air Force has

particular strength with respect to teaching a valuable trade or skill, provid-

ing a challenging job, enabling the serviceman to improve himself, and

providing the serviceman with a career about which he can be proud. The

Army was associated most often with help in obtaining a college education.

The Marine Corps was associated with training for leadership, and the Navy

was equated with world travel.

Enlisted-Starting Pay

7 One-half (49. 6%) of the sample claimed to have no idea of the level of

"monthly enlisted starting pay. Among those who did give estimates, the

average estimate was $381 which is close to the true value of $374. However,

7the averages range from a low of $325 to a high of $433 across tracking areas.

Positive propensity men value good starting pay but did not think they

can achieve this in the militarv. As in vast surveys, those with negative pro-

*penalty gave higlher pay estimates than did those with positive propensity to

enlist. The data suggest that the lower pay estimate among positive propensity

people might present a recruiting opportunity. More than one-half (52. 4%) of

the positive propensity group said they would be more likely to enlist if starting

pay were increased by $50 a month. Among the negative propensity group, about

one-n-six mn said they would be more likely to enlist.

I

-. .JCiCilaiI g I I I I
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Perceived Attitudes of Influencers

Positive propensity men claimed that their parents are in favor of their

joining the service, particularly for the job training they will receive. Nega-

tive propensity men felt that their parents do not want them to join the military.

Loss of status, a desire for their sons to get a civilian education, fathers' nega-

tive experiences with the military and family separation and danger are the major

reasons given why some parents were perceived as opposing military service.

If respondents' perceptions were accurate, these findings are important since

parents are key influencers in the military recruiting/decision-making process,

as repeatedly established in this series of surveys.

Advertising Awareness

Approximately one-half of the respondents were aware of advertising for

specific services. However, only about one-half of these same individuals

could recall any content of the advertising. In this respect all four services

were comparable.

Among respondents who did recall advertising content, they most often

recalled copy points about teaching/learning a trade, job opportunities and

enlisting. Respondents also frequently recalled Marine slogans And travel

copy for the Navy.

-L

...........................................................
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Educational Benefits (Veterans' Educational Assistance Program)

It appears that there is little knowledge about the current educational

benefits plan. Positive propensity men are somewhat more familiar with the

provisions of the educational assistance program than negative propensity men.

Positive propensity men also report greater expected participation independent

of the level of required savings. For all men the lowest level of required

savings ($25) was the most popular.

Active Services Versus Reserve Components Target Market Profile

An attempt was made to determine whether the National Guard and

Reserves draw from the same pool of men as do the active services. The

following differences are revealed with respect to the profile of those men

who intend to join the National Guard or Reserves.

Those men who indicate a positive propensity for the reserve compo-

nents, in contrast to those interested in the active services, tend to be ...

0 Older

* More likely to be White

* More likely to be employed

0 Less likely to be students, although more of them are in college

* More likely to be high school graduates

0 Less likely to feel that, relative to civilian life, life goals can

be more readily achieved in the military

0 Relatively more inclined to join a reserve component than one
of the active services
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Active Duty Positive Propensity Respondents ,Target Market Profile

As in previous waves of this study, the positive propensity candidate for

active military service can be described in contrast to his low propensity peers,

as . . .

0. Younger

" More likely to be non-White

* More likely to be unemployed and looking for work

" Less educated

" Having a less educated father

* Having lower values on the Quality Index

* Considering all of the job attributes to be important when
considering joining the service

* Feeling the military is relatively more likely to enable him
to achieve most of his life goals

* Underestimating the level of starting pay

" More motivated to enlist should pay be increased by $50 a
month

" Having had more recent recruiter contact

" Having sought information on a military career by mail or
by phone

" Having taken a military test at a recruiting station or in
high school

* Having discussed entering the military with parents or
friends

" Feeling relatives support his joining the service

" Having positive propensity for more than one service

1 .1
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SECTION I
1

NATIONAL TRENDS

"1977
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SECTION I

National Trends - Spring 1976 to Spring 1977

Throughout this investigation the principal measure has been

enlistment propensity (i.e., the rated likelihood of serving on active

duty in each military service). This analysis begins with an examination

of those variables that are related to enlistment propensity. The primary

time frame for analysis is Spring 1976 to Spring 1977. Given this full-year

Spring to Spring time frame, seasonal effects are eliminated and observed

changes can be viewed as indicative of underlying trends. Where it is

appropriate to do so, comparisons with previous waves are also made.

The data reported in this section represent weighted total U.S.

data c-btained from twenty-six (26) tracking areas. Thirteen (13) of these

are the same as those used in the Spring 1976 wave of this investigation.

The balance are thirteen (13) tracking areas which in the Spring 1976 wave

were aggregated into one group and labeled as "balance of the country".

These thirteen (13) new tracking areas were first defined in the Fpll 1976

wave. The sampling is described in detail in Appendix II.



MARKET FACTS

Page 21

1. 1 Definition of Propensity

Respondents were asked to indicate their likelihood of serving on

active duty in the Air Force, Army, Marine Corps, and Navy, as well as

the National Guard, Reserves, and Coast Guard. A four-point scale

was used to measure likelihood: 'definitely", 'probably', 'probably not",

and "definitely not" (Question 5a A ppendix). Positive propensity has been

operationally defined as a response of either "definitely" or "probably

would serve". Negative propensity is defined as a response of "probably

not', "definitely not", or "don't know/no answer".

1.2 Adjustment in Propensity

In the interest of broadening the ability of the Tracking Study to

assess advertising effectiveness, an item measuring "top-of-mind"

awareness of the military services was added to, the Spring 1977 survey.

It is anticipated that this measure will continue to be part of the survey

instrument on later waves. For a measure of this type of awareness to

be useful, it must be taken before any military services are mentioned

by name by the interviewer. Accordingly, in the Spring 1977 survey

"top-of-mind" awareness was asked early in the interview (Question 4a)

following a question of near-term occupational plans (Question 3i) and

just prior to asking propensity toward the individual services (Question

5a).

The introduction of this awareness measure inflated the level

of reported propensity in the Spring 1977 survey. In order that the data
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be comparable to those of previous waves, an adjustment has been made to

the earlier propensity rates. It is based on the statistical relationship be-

tween spontaneously mentioned plans for a military career (Question 3i) and

propensity (Question 5a). The details of this adjustment are explained in

detail in Appendix rV.

I

I

S,.i"., __
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1. 3 Changes in Propensity

Positive propensity for all four services remained unchanged from

Spring 1976. While propensity figures are down, these declines are not

statistically significant. The findings are graphed in Figure 1. 1. The Marine

Corps, Navy, and A rmy had comparable decreases: -1. 1, -1.4, and -1.3

percentage points, respectively. Positive propensity for the Air Force

decreased 1.8 percentage points. As a percentage of the Spring 1976 propen-

sity figure, the Air Force had the largest decrease (10. 3i;) followed by the

Army (9. 9%), the Marine Corps (9. 3%) and the Navy (7. 3' ).

The index of pro-militar v attitude has been another measure of

propensity for enlistment. This index is derived from asking respondents

what they think they might be doing during the next few years. The index

is a net measure of all unaided mentions of military service and is not

inflated by the i nt roduction of the new quiestion on "top-of-mind'' aware-

ness. The index, illustrated in Figure 1.2, declined significantly from

Spring 197T( (5, 7% , to 4. 5':,). [n all four waves, the index has paralleled

fluctuations in positive propensity toward each of the four services.
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FIGURE 1. 1
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FIGURE 1. 2

VOIINIARY MEN FioNS OF MILITARY SERVICE

AMIONG PLANS FOR THlE NEXT FEW YEARS

Statistically

ChanguSignificant

ring, '76 .7

VikL 774. 5
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Table 1. 1 reviews the positive propensity figures for the four

services recorded in each of the waves of this investigation. Unaided mention

of joining the n'ilitary (pro-military index) also is shown for each wave.

On both measures there is a definite downward trend

over the four waves with respect to intention to join the service. Moreover,

there is a noticeable seasonality effect, that is, fewer people in the Spring

than in the Fall express an intention to pursue a military career.

All in all, these indices of propensity to serve in the Armed Services,

seen across time, suggest that it is becoming increasingly more difficult

to attract youth into the all-volunteer military.

I
I
I
I
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TABLE 1. 1

POSITIVE PROPENSITY TO SERVE IN SPECIFIC SERVICES
AND UNAIDED MENTION OF PLANS TO ENTER 'TIlE MILITARY

Fall '75:- Spring '76. Fall 176;: Spring 177

0/00

Air Force 20.4 17.5 17.9 15.7

Army 18.4 13. 1 14.5 11.8

Marine Corps 14.9 11.8 12.4 10.7

Navy 19. I',. 4 t6. 5 15.2

Unaided Mention of
Plans to Enter Military
(Pro-M ilitary Index) 8.9 5.7 6.2 4.5

Base (All Respondents) (3176) (3001) (5475) (5520)

Propensity rates for the first three waves have been adjusted upwards 4. 7% for
comparability with Spring '77 on the basis of the relationship between the pro-
military index and propensity (see Appendix IV for the detailed adjustment
procedure).
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1.4 Changes in Variables Related to Propensity

There are a number of variables that have historically discriminated

between positive and negative propensity groups. These variables and their

Spring 1976 to Spring 1977 changes are presented in Table 1.2.

1. Recalled recruiter contact (both short-term and long-term)

was stable from Spring 1976 to Spring 1977. Recruiter

contact for each of the services also did not change.

2. The incidence of talking to influential people about enlistment

did not change.

3. The incidence of taking a military-sponsored aptitude terf

in high school did not change significantly from Spring to

Spring.

4. The pursuit of a career, whether civilian or military, invol,' s

the consideration of numerous factors. One aspect of this

decision-making process is whether certain life goals can

be more readily achieved in the military or in civilian life.

During the past year the military strengthened its position re-

lative to civilian life with regard to four life goal perceptions

and lost ground with respect to two life goal perceptions.
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TABLE 1.2

CHANGES IN VARIABLES RELATED TO PROPENSITY

Spring Spring Statistically
'77 Change Significant

Recruiter Contact (Ques. 8a & 9a)

Past 5-6 months - any service Z4,3 25.9 1.6 No

Ever - any service 47.6 49.1 1.5 No

Ever Contacted By (Ques. 9b)

Air Force recruiter 14.8 14.8 -- No

Army recruiter 23. 1 23.1 -- No

Marine Corps recruiter 14.2 14.5 + .3 No

Navy recruiter 15.8 14.4 -1.4 No

Talked About Enlistment With (Qu. 8c)

'riends with military experience 38. 8 38.6 - .2 N

Parents 35.7 34.3 -1.4 No

Teachers/Counselors 12.5 12.8 + .3 No

Girl Friend/Wife 17.2 17.9 + .7 No

Aptitude Test in High School By Armed
Services (Qu. 8c) 17.4 18.3 + .9 No

Base (3001) (5520)
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TABLE 1.2

(Continued)

Spr ing Spring Statistically

'76 177 Change Significant

Life Goal Achievement
Civilian Advantage Over Military (Qu. 11)

,Job Security Z .34 250 1.16 Yes

Making a Lot of M~oey 3.84 3. 91 + .07 Yes

Developing Potential 2.96 2.99 . 03 No

Respect of Friends 3.04 3.06 .02 No

Working for a Better Society 3.02 3.03 + .01 No

Personal Frtoi4.20 4.093 .11 Yes

Doing Challenging 'Aork 2. 87 2.79 -. 08 Yes

Ability to Mavlke Own Decisions 3, 90 3. 84 -. Ob Yes

Adventure and Excitement 2.49 2.43 . 06 Yes

Helping Other People 2.98 2.96 -. 02 No

Learning As Much As One Can 2.94 2.92 -. 02 No

Recognition and Status 2.36 2. 87 -. 01 No

Base (3001) (5520)

Scale:

Military - much more likely +1I

Military - somewhat more likely +Z

Either military or civilian +3

Civ.ilian - -somewhat more likely +4

Civilian - much more likely +5

If
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Relative to civilian life, thle military improv,-d rega rdiniz:

personal freedom, doing challenging work, ability to make

own decisions and adventure and excitcitent.

Trhe military lost ground relative to civilian life in terms

of: job security and making a lot of money.



MARKET FACTS
Page 32

1.5 Key Demographics

Tables 1. 3 - 1. 5 profile the key demoeraphics of the Spring 1976

and Spring 1977 samples.

Both samples are identical with respect to age and race.

As in previous waves, the data weighting procedure, ex-

plained in Appendix III, eliminates any sampling differences

on these two variables by balancing the results of each wave

to known "militarv available" statistics.

0 A higher percentage of Spring 1977 respondents is employed.

This is especially true with respect to full time employment.

As a result, fewer young men currently are looking for em-

ployment.

* The percentage of respondents currently attending school

dropped from Spring to '-ring. This is true of reported high

school, vocational school and college attendance. At the

same time, more of the Spring 1977 respondents have gradu-

ated from high school. These findings suggest that more

young men are pursuing full-time employment following high

school graduation.
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TABLE 1. 3

A(;I,: AND RACE

bpr ug 
Sp ring

'76

1it,

18.4 
Ij

17

18. f, 18.5

17.5 
17.5

19

lU.7

20

21 14. 14.8

14.1 
14.1

White
C4 65.2 85 -

Non-white
13,4 

13 .
1] efused

1.4
.18

ase (.All R (~ p onde nts) 
001 

( 5 0
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EMPLOYMENT STATUS

Spring Spring Statistic
'7, '77 Change Signific ;LL

1 %01

Employed (Qu. 3f,3g) 56.9 60.2 + 3.3 Ye__

F'ull time 29. 3 32.0 2. 7 Ye

Part time 27.7 28.0 4 .3 Nor

Not Employed (Qu. 3h) 43. 1 39.7 3.4 Yes

Looking for a job 28. 5 27.2 1. 3 No

Not looking 14. 1 .Z . - 1.9 Yes

Not specified . .2 . No

Bas,. (All Respondents) (3001) (5520)

TA13LE 1. 5

SCIIOCLINC; STATUS

Spr ing Spring Statistic I
S7' 177 Change signiLf.

Attending School (Qu. 3c) 6i4. 0 t.o. 0 - 4.0 Yes

In high school 46.9 44. 3 - 2. t Yes

[n vocational school 1. 9 L. Z - .7 Yes

Fn college 1,1.7 1'., 7 - .0 Yes

Not specified .5 1.8 1. Yes

Not Attending Sc hool (Qu. 3d) ,o. 0 40.0 4 4.0 Yes

High school graduate 27. 1 29.9 + 2. 8 Yes

j Not high school graduate 8.9 10.0 1 1. 1 No

Quality Index (PMean) 6.45 1.29 14 Yes

Base (All Respondents) (3001) (5520)
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As an additional means of demographically profiling the sample,

a quality index is computed for each respondent. This index

is a composite measure based on self-reported grades, number

of math courses, and the inclusion of science courses in high

school curriculum. Respondent quality declined from Spring

1976 to Spring 1977. This decline was statistically significant.

This appears to reflect a significant shift in the mix of reported

high school curricula from Spring to Spring. Specifically, fewer

Spring 1977 respondents report being in (or having been in) a

college preparatory program. This decline is offset by an in-

crease in respondents who reported being in (or, having been in)

a vocational training program. These data are presented in the

tabulations: Volume II, pages 153 to 158.

The completion of the present wave provides a full year perspective for

both the Spring and Fall sampling periods. In past reports, it was suggested

that two variables -- full-time employment and high school graduate/not attending

school -- could reasonably explain the observed shifts in propensity. It was

reasoned that improvements in the civilian job market make a military career

less attractive to a young man for whom the military may have been his best op-

portunity for advancement in a poor economy. The Spring 1977 data continue to

support this hypothesis.

Propensity is examined in greater detail in Section V.
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I SECTION II

KEY RESULTS BY TRACKIG, A-REA
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SECTION II

Performance Differences By Tracking Areas

The interviewing was conducted in 26 defined geographical areas referred

to as tracking areas. The tracking area approach localizes the information

derived from this investigation and thereby makes it possible for the individual

service recruiting commands to receive feedback with respect to their perfor-

mance within specific geographic areas.

In the first two waves of this study, the data were collected and reported

in terms of 13 geographical areas and the balance of the country. Beginning

with the Fall 1976 wave, the balance of the country was divided into 13 additional

tracking areas, creating 20 tracking areas in total.

This section is a discussion of key results by the 26 tracking areas. The

data are examined from two perspectives. The first looks at whether data from

individual tracking areas differ specifically from national levels. The second

focuses on Spring to Spring changes within the original 13 tracking areas relative

to corresponding Spring to Spring national changes. This perspective enables us

to determine whether observed changes within these individual tracking areas

are unique to the tracking areas or merely a reflection of a national occurence.

I
I
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An example of computing the Spring to Spring difference in a particular

tracking area relative to the change in the total country is shown below using

positive propensity to serve in the Army in metropolitan Chicago (one of the

26 tracking areas in this study and one of the original 13).

Spring '77 Spring '76 Difference

CHICAGO 8. 3% 16. 3% -8.0%

Total U.S. 11.8% 13. 1% -1.3%

Net Change (CHICAGO Difference minus

total U.S. Difference) - 6.7%

This example indicates that the change in Chicago in positive propensity

to serve itn thc A rmy was o. 7 percentage points worse than the corres-

ponding national changc. When this -6. 7% change is tested for statistical

significance, it is shown to be significant at the 95/ level of confidence.

Relative to what has occtired nationally, the change in the A rmy's positive

propensity in mettropolitan Chicago is significantly less favorable.
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Table 2. 1 to 2. 13 summarize the key tracking area data. Ilterpre-

tation of these tables has been facilitated by the following system of notation:

& Percentages that are significantly different from the U.S.

average for a particular servic'e are...

* CIRCLET) if the entry is lower than the U.S. average

BOXED if the entry is higher than the U.S. average

Plr)pensity to Serve

The key ineasure in this study is propensity to serve in the A rmed

Forces. As in pasf reports, the reader is c'idtioned against making any ab-

solute interpretations of the propensity data. F-he propensity measure is an

index of likelihood of entering military service. Accordingly, the propensity

data should be interpreted in a relative sense (e. g., the indentification of

'high'' versus ''low' tracking areas). There are various factors such as

time of entry, enlisted man versus officer status, and the rates of mental

and physical qualification that enter into any attempt to forecast accessions.

The propensity to serve scale needs to be calibrated for purposes

of forecasting accessions to military service. Provision has been made to

accomplish the necessary calibration by determining conversion rates to

accessions for each level of expressed propensity to serve.
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2.1 Positive Propensity by Tracking Area

Figures 2. 1 - 2. 7 graphically present the propensity data for active

duty services as well as the National Guard, Reserves and Coast Guard.

The overall rank order of the active duty services based on expressed

propensity levels has remained consistent across all four waves of this study.

Once again, the Air Force is highest (15. 7%), followed closely by the Navy

(15.2%). The Army (11.8%) is third and the Marine Corps (10.7%) fourth.

The propensity to serve in the Reserves is 16. 6% and for the National

Guard thw figure is 15. 2"0. Respondents who expressed positive propensity

to serve in the R(,scrvt Components also were asked which branches of the

Reserves anid National Guard they would choose. The data are presented

in the tabulations: Volume II, pagcs 22 and 24; aud Volume V, pages Z2 and 24.

I
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Table 2. 1 summarizes the propensity data for each of the services within

each of the 26 tracking areas. Relative to national averages, the following ex-

ceptions occur:

1. The propensity to serve in the Air Force is below the U.S. average

of 15.7% in these tracking areas: Michigan/Indiana (11.5%),

Chicago (9.2, N1 innesota /Nebraska/North Dakota/South Dakota

(11.7%), Philadelphia (9.0%), and Wisconsin (11.2%). Only one

tracking area -- New Mexico/Colorado (22.4%) is above the national

average.

2. The Army has eqat strength across all but four tracking areas.

Southern Clif,,-ia (7. 9%) and Kansas City/Oklahoma (7. 4%) are f
below the natinal average of 11. 8"i,. South Carolina/Georgia

(17.6"') and e'x, Orleans (17.2",) are above this U.S. average.

3. The overall propensity to serve in the Marine Corps iJ 10. 7%,.

Two tracking a reas deviate from this average. These are South-

ern Galifornia (o. 7 %,) and Wisconsin (6. 9%).
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4. Three tracking areas deviate from the Navy's national average of

15. 2%. These are Ohio (9. 9%) and Wisconsin (6. 9%) which fall

below the national average and Alabama/Mississippi/Tennessee

(20.9%) which is significantly above the U.S. average.

5. The National Guard with a total U.S. average of 15.2% is signifi-

cantly below average in Ohio (10. 8%), Chicago (9. 3%), Southern

California (8.4%), Northern California (8. 5%), and Philadelphia

(8. 2%). Richmond/North Carolina (21. 2%), South Carolina/

Georgia (21.0%), and Arkansas (21.3%) are all above the U.S.

average.

6. The propensity to serve in the Rc~serves is 16.6%. Albany/

Buffalo (12. 0'0), Ohio (11.5%), (hicago (10. 9%), Southern

Calif,)rnia (10.9%), and Philadelphia (11.9%1) are below average.

Two tracking areas are above the U.S. average. These are

Harrisburg (23. 3%/) and Florida (21. 0').

7. The propensity to serve in the Coast Guard is relatively low

in Ohio (6.4%), Chicago (7. 8/,,), Wisconsin (4.2%), and Kansas

City/Oklahoma (5.7%).I
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An analysis of propensity changes by tracking area between Spring

1976 and Spring 1977 reveals a number of shifts that differ significantly from

the corresponding Spring to Spring national changes in propensity. Six of

these shifts have occured in metropolitan New York City where all but the Army

have appeared to experience significant increases in propensity during the last

year. These shifts may be explained, in part, by the fact that beginning with the

Fall 1976 wave a new sampling procedure was used in the New York City track-

ing area. Spring to Spring shifts in propensit)- .1 in this tracking area may be

a function of these demographic changes. With respect to other tracking areas,

the Air Force gained ground in Washington, D.C., while the Army lost ground

in Chicago and Southern California. The National Guard experienced a signi-

ficant drop in propensity in the Ohio tracking area. (Note: The gain or decline

shown in the second line of each row in Table 2. 1 is the net difference after

subtracting the national Spring to Spring shift from the tracking area Spring to

Spring shift, illustrated on page 38.
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Trhese data indicate that suveral tracking areas are relatively

weak with respect to propensity to join any of the military services. These

areas are Ohio, Chicago, Southern California, Philadelphia, and Wisconsin.

On the other hand, the military tends to have particular appeal irn southern

tracking ari:as. These ob._served diffe rences among tracking areas as Well

as differences within tracking areas from Spring to Spring can be the

resuit of such facto)r- ap d:.nog r;iphics, econrzomics, and millitary recruiting

efforts. Variable.3 that are beliuved to inifluence propensity are exarnined

in detail ini sections IV and V.

2. 2 iFwc) Fctors Metdiating Between Expreniaed Propensity and E2nlisi.-

I we) important rrediating factors between expressed propensity tu

serve it- t;! ilitary and actual cenlistmnent are expected timae of entry and

whether r~( youing man wit) enter as an emlisted rran or as an officer. B-oth

factors add furth.-er meaning to the propensity measure. A discussion of

these two factors follows.



MARKET FACTS

Page 54

2.2. 1 Expected Time of Entry Into Military Service

There appears to be a downward trend with respect to when a positive

propensity man expects to enter the active duty services. Near-term enlistment

intent has dropped from a high of 36% in Fall 1975 to around 30% in both Spring

1976 and Fall 1976 to the present level of 28%. The percentages of positive pro-

pensity men who say they will enter the service within the near future (within

two years), or within the more distant future (morb than two years), or who say

they do nc~t know when they will enlist have not changed from Spring to Spring.

If near-term enlistm- nt intent is broken down into its components (i. ,e., within

six months, between six months and one year, more than one year but less than

two years), hmvever, a significant shift in enlistment intent appears. Positive

propensity for men who say they will join the service within six months changes

fror 8. 5 in Spring 1976 to 5. 9% in Spring 1977. The two Spring samples do

not differ ,ith respect to respondent age. As a result, this change in expected

time of entry should be interpreted as indicative of an attitudinal change.

Hence, propens ity to enlist in the active duty services is "softened" somewhat

by a postponement in the intended time of entry.
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Respondents with positive propensity for the National Guard/Reserv'es also

were asked when they expected to join these services. Compared to the Spring

1976 wave, near-term enlistment drops significanitly (to 19. 9,. fro)m 16.

This decline is offset by an increase in positive propensity respondents who scav

that they do not know when they will enlist (to 45. 4t from 35..l., (,muare ,

the previous Fall 19'7t- wave, however, respondents are more certain abot when

they will join the Reserve Components. Both near-term and loag-terrn enlc!ut.

ment intent ir.creast.- significantly from Yall 1970 to Spring 1977.

-F Table Z. 2 :7hows, there are se'-eral significant nutfencce in the dita

across tracking area, s. Alabama/Mississippi/Tennessee and Des Moines are

be]ow the !I.5,. a'.-erage with respect to enlisting in the active duty services with-

in two years, Southern Cait,ornia is below average with respect to long-ter-1

enlistment, while Des Mlines is above average. Both Bioston and Albany!

Buffalo fall below the U. S average with respect to being uncertain a.bcat tirrue of

entry into the servi,:e.

Both Richmond/North Carnlina and Kentucky have a below-average percent

of positive propensity youth who expect to join the Reserve Components within

two years. The proportion of positive youth in Southern California who intend to

join the National Guard/Reserves in two or more years is significantly below the

U.S. average. Uncertainty about enlistnent intent is below average in Boston

and above average in Albany/Buffalo.
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As stated in past rcpn~rs of this study, any attempts to forecast rates

oftce ssion muost cq)nsider several factors. These are regional differences 1that

occir for both positive and- negative propensity, expected time of entry, and

m~ta an !:I hvsic al d isqual ificathio rates.

Z. 2. 2 Office r Ye rs's EnMMte Entry Expecations

Tale 2. 3 .;ows Lhe data for officer vrersus enlisted entry texpectations.

As the tabb- indiat.s, C. Ah of pcsitive propensity youth expert to enter the

PAliary as enlisted mc'n, This is a declinu from the Spring 197 figure of

73. 7A, Tb e oc Ltothos. with positive propensity who expect to ente r the

sc rvc an~ Wihcems. ho)wt"-r re roams unchanged. The balancee of res pondc'nts

(5. 7%, not shown in' the Tab~le) do not know, whether they would enter as enlisted

Yuen or as officers. On a total U.S. basis, the data do not show any shift from

the previou,, Fall i976 wave.

k.- ' )rk -ity a-,d Pitt sburg have the lowest percentage of posiive

lir.)I) rl t y outh who expect t,. enter the military as enlisted men. Just the

oposlt ii t r, of O(1) i avd DJe s Mo inc S. W ith respect to expectat ions to

hecoi)' i lita ry officers, M WLhigan/ Indiana and Des M4oines are below the national

1,!vel, wvhile N ow Y )rk City is above~ this ave rage.
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2. 3 Ac adern ic Ac hieveme ritind D~erived Quality _Index

A y-oung rec ru it's success in the Tliilita r v i,- cont jog ent , in part, (on his

nc nt:-il abilit ies. As ini p;Lst wvaves of this study, the rintvte ntal quality of

positive p rope n sity re sponde nts is dete rii ned by a 5ikmig iii t,) report s eve ral

areas L'f acadenlic inlformation -- hiigh school grades, high school education

prOg raim, m athen oitic s c ours~es taken and passed ini h igh sc hool , iid sciecnc e

('trses- Cn)Verini-o elvcctrio it\ anui! r electronics tabken and successfully passed

in, high1 schwool- A )aI'd>. .ir i'p !.)r r2- run ae

0l hli-; rL[)rest thit C qosis i~ iecainpr;gralll (C e.

collegue prepirotti'r\ , counne1,re i i businiess, 111d ' tul)is il.t used in de-

ve l piro this index, S i ice it is difficult 1.4 as sign sc aic r \ attics, to this factor.

'Thle index, .~c~ lf,1in a Ion% ,cr f I L(- a high siref 10. labte 2.4 ex-

p1 iis the dcr ivtit [4)of th, clit 1 lity inidex.

I ia51c 2. 4

(Nu b rof XI ath itnie S encle Courses in

(i gh a;cl,oI (rade6) in 1 Uigh School) WIihSch~ool)

01 ~Value Value

A's & ' iNonie I Yes 2

IVS ("'s - One 2 N2. Nit

!11od 1c . 7' w () 3 'Specified 1

Not Speo if jed 0 Three 4

[',our 5

N~ot Specified 0



MARKET FACTS
Page 63

The quality index data are reported in Table 2. 5. The national quality index

value is U..&,, down significantly from Spring 197t, (6.41) and from Fall 1976

(t,. 3(,). Levels of quality index show a regional pattern. Quality index values are

below average in several southern tracking areas: Florida, Alabama/Mississippi/

T'ennessee, lMichinond/North Carolina, New Orleans, and Kentucky. On the other

hand, quality index values are above the U.S. average irn these eastern tracking

areas: New York City, Albany /Buffalo, Washington, I). C. , and Boston. The

quality Lndex value in So)uthern California increased significantly from Spring to

Springo. New York City declined significantly on this measure during this time

peri o. This decline is believed to be a reflection in the change in sampling pro-

cedure in this tracking area.

As Table 2.4 shows, the number of math courses taken and passed is an im-

portant component of the quality index. Table 2. 6 shows that east coast tracking

areas are superior to other areas in terms of the number of math courses re-

ported taken and passed. Just the opposite is true (of southern tracking areas.

While the high school curriculum does not figure directly into the derivation

of the quality index, it contributes to an understanding of the propensity measure.

For example, young men enrolled in college preparatory courses are probably

less likely than the average high school student to be inclined to pursue a mili-

tary career, since students who have actually attended college are known to be

disinclined toward enlistment (see Table 5. 2, page 139).
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Table 2. 7 shows that the 26 tracking areas differ widely with respect to high

school education programs. Respondents in the east coast tracking areas and

in Southern California are more likely than their counterparts i1i other areas of

the country to have had a college preparatory program in high school. Respon-

dents in the midwest and in at least one southern tracking area are more likely

to have had a vocational program.

,A% more detailed documentation of academic achievement, including quality

index values, is available in Vol. 2, pages 153 to 158 of the supplementary do-

cuments to this report.
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2.4 Recalled Recruiter Contact

Table 2. 8 shows the level of recalled recent recruiter contact (past 5

to 6 mionths) for the total national sample and for each of the 26 tracking areas.

Nationally, 25. 9% of the sample report having had contac with a military re-

cruiter within the past five to six months. New York City and Boston fall bel,,x

this national average. Des %Moincs, Wisconsin and Kansas City/Oklahoma are

significantly above the averagc. There are no significant Spring to Spring

changes in this measure relative to national changes.

=---I .= mn mnmut nmnmn
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.5A d eq ac y of In formiat ion IA 'Ccci ved Frrm the Ren mite r

frable 2. 1) showvs the pe r( Lnt of respo)ndents who felt that tHwy

received inadeq -ate inforination from lie variois semvices. As in the at

ad(-Cqnacv of in toriiatinii is definedI in quantitat i y ternms. S ptn 'fin ally,

each respondent who re-ported havinit, had tc rittr (ontac t %va:5 aske d

whelthe r lie felt that th in nf U maf io. provided \Vi.... .. ..

* \ I to tiai von wa-nted
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2. 6 Other Activities Concerning Enlistment

J j,,, study has examined in all four waves various behaviors relate,,

t , seeking information about the military. Each respondent is asked wheth,:r

or not he has undertaken a series of information seeking activities duril tl

last six months. The data are summarized in Fable 2. 10 ir terns of tle

percent of youth who say that they have unldertakcn a particlar activity.

Enlistnent-oriented activities are presented bthi,-)w in de.c.-d g

order )'f otloi i -the ,otal U. S. sample. 'There have be.e.n ro iiajui

s!,ift 3 in fhcse bt.haviors since the first wave of the study.

T alked ",ith friends in or out ,f servicc 3-. 62

* iaied with one or both parens 3, 3'

* Tl;.aket a!titod , test in hiph school g*v(en by

A r ired Se rvies 1 .. s:;%

* "Talked with wife/airlfrinnd 4?.'9%

* T'[alked with tea(heir or guidn7 c-,'.:, ,i'.r 2. 8%

* Asked f, r informati,)n by mail 12. 6%

* Physically or mentally tested at military

examining station -4.

* Male toll-free call to get inforrn ati ,n 3.4%
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There are some differences across tracking areas with respect

to seeking information about the military. New York respondents were

somewhat less likely than youth in other areas of the country to seek in-

formation about enlistment. On the other hand, Florida youth were some-

what more likely to have sought information.

On a Spring to Spring basis, New York City increased in vir-

tually every area. This may reflect the change in the sampling procedure

in this tracking area. Albany/Buffalo increased in one area: talked with

teacher or guidance counselor. Florida increased significantly in three

areas: talked with friends in or out of service, talked with teacher or

guidance counselor, and physically or rnentally tested at military examining

station. Atabarna/Mis,,issippi/Tennessee dropped significantly in one area:

talked with one or both parents. Michigan/Indiana exporienced a significant

Spring-to-Spring increase wiLn respett to talked with wife/girlfriend.
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2.7 Knowledge of Monthly, Enlisted Starting Pay

Respondents in each wave of the study have been asked to provide

unaided their best estimates of monthly enlisted starting pay before taxes.

For tabulation purposes, the estimates of starting pay are coded by $50 in-

tervals.

Estimates of monthly starting pay are presented in Table 2.11

in terms of the percentage of respondents who were not able to make an es-

timnate and the mean monthly dollar value of starting pay for those respon-

dents who made an estimate.

The percentage of respondents who could not make an estimate is

49.6% for the nation as a whole. This figure is significantly higher than the

corresponding figures for the three preceding waves: 41.6% (Fall 1975),

46.4% (Spring 1976), and 43.9% (Fall 1976). The proportion of respondents

not able to make an estimate is particularly low in Ohio.

The average estimate of starting pay for the total U.S. sample is

$381, very close to the actual figure of $374. Twelve of the 26 tracking
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areas ranged from $12 to $53 above the U.S. average and nine of the areas

ranged from $7 to $56 below the U.S. average. The latter tracking areas repre-

sent geographical areas in which marketing communications could be implemented

to alter perceptions of monthly enlisted starting pay. Only five tracking areas

are on par withthe U.S. average. These are Chicago, Washington, D.C.,

Richmond/North Carolina, Arkansas, and Kentucky.

The relationship between starting pay and propensity to serve is

examined in more detail in Section IV.
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2. 's Per civedi Difficulty of Obtainaing A F'ull'l'ime Job

L.abo r ma rke t factors can be expected t have anl effect onl enlist -

11-ent. I' Iletl ov meo,:t rates tylpicatly vary from region-to- rt.-,ion and for men

of differenit acles, and( people's i mpress ions of the job markt may have a

Len ater -,)le in ( arcer choice thatn the actual labor situation. Inl the survey

resnLondcnt. rceerilrl have been ashed lbov"' difficult they felt it was to izect

afultn h

1 able .1c inn iX I- young meln's perceptinws 4 the market for

1toll tn h. atici. 3.ot the s-im1vople f(lt that f r cI person thei r

an 2 ti I fuill tineI o0h in tltej r atrea waVucrv di ffj tilt or alrnuiostni

p :sjbb, Ill'7? fe~lft 'at it was SMW111 ooevfhat d tilt ')r not (ificult ait All.

\I.it,%r& rH aeicidepar inl one direc (tionl ()r tie_ othe- froMI th.. ljoif il

.,,-ies Norlly'. thiosi arias inl Which non'r resilmiitknts hit thatf a ijb

,.%ais t my litffi '1 it aliimpo)ssible to pct arc located inl eastnmi on moid-

.v'ste ~ ~ ~ ~ C innkna etin-e . , New\ Y-rk City, A Ibamy/Buffalo, llarrisbui-4,

Io. I )'ot1 \ in' 1isonMS inl, W >L i !ttoI t I tn , I nId 1-"I I saits (t

(i~lo'nmti, m irdcidils tlt that 'ttiL ["tIll tintie il)h was onIly onc

v.11- dIi ffi n ti ()1 11,0 itit -I! at aill.
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SECTION III

Trends By Tracking Area

This section examines Spring to Spring changes within tracking

areas with respect to two key areas of interest: positive propensity and

recalled recent recruiter contact. In Section II shifts in these two factors

were viewed relative to national changes. In this section, these changes

are examined exclusive of the corresponding national changes.

3. 1 Changes in Propensity

From Spring 1976 to Spring 1977 there have been very few

significant changes in propensity within tracking areas. Tables 3. 1 to

3.4 present the Spring 1976 and Spring 1977 propensity figo res for each

of the original 13 tracking areas with respect to each service.

I
I
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The following observations can be made from Tables 3. 1 to 3. 4.

]1. Positive propensity for the Air Force increased significantly

from Spring 1976 to Spring 1977 in New York City and

declined significantly in Texas. The increase in New York

City may reflect the difference in sampling between the

two waves. This difference was discussed in Section II.

2. The proportion of young men who indicated that they would

be likely to join the ArM dropped significantly in Chicago

arid Southern California.

3. Positive propensity for the Narine Corps remained unchanged

in each of the original 13 tracking areas from Spring 1 76

to Spring I977.

4. Posit;ve propensity for the La= increased significantly

;n New York City. As in the case of the Air Force, this

rnay reflect the change in the sampling procedure in this

tracking area. During the same time period, the Navy

lost ground in Ohio.
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TABLE 3. 1

CHANGE IN POSITIVE PROPENSITY
FOR THE AIR FORCE
BY TRACKING AREA

Statistically
Spring '76 Spring '77 Change Significant

New York City 10. 3 20. 3 +10.7 Yes

Albany/Buffalo 16.7 14.3 - 2.4 No

Harrisburg 16.4 14.8 - 1.6 No

Washington, D.C. 14.7 21.3 + 6.6 No

Florida 18.8 19.9 + 1.1 No

Alabama/Mississippi 22.0 19.3 - 2.7 No

Ohio 17.8 14.1 - 3.7 No

Michigan/Indiana 15.4 11.5 - 3.9 No

Chicago 12.4 9.2 - 3.2 No

.N innesota / Nebraska /
North Dakota/
South Dakota 14.1 11.7 - 2.4 No

Texas 22.9 14.3 - 8.6 Yes

Southern California 20.3 16.5 - 3.8 No

Northern California 16.9 16. 6 - .3 No

I

- - -mm
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TABLE 3.2

CHANGE IN POSITIVE PROPENSITY
FOR THE ARMY

BY TRACKING AREA

Statistically
Spring 76 Spring '77 Change Significant

% 10New York City 8.2 10.8 +2.6 No

Albany/Buffalo 10.1 10.8 + .6 No

Harrisburg 14.0 13.7 - .3 No

Washington, D.C. !4.3 14.5 + .2 No

Florida 15.7 14.7 -1.0 No

Alabama/Mississippi 21.5 14.1 -7.4 No

Ohio 11.9 11.2 - .7 No

pMichigan/Indiana 12.8 9.3 -3.5 No

Chicago 16.3 8.3 -8.0 Yes

Minnesota/Nebraska/
North Dakota/
South Dakota 13.2 10.2 -3.0 No

Texas 17.1 12.6 -4.5 No

Southern California 15.4 7.9 -7.5 Yes

Northern California 10.7 9.7 -1.0 No
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TABLE 3.3

CHANGE IN POSITIVE PROPENSITY

FOR THE MARINE CORPS
BY TRACKING AREA

Statistically

Spring '76 Spring '77 Change Significant

New York City 7.3 11.1 +3.8 No

Albany/Buffalo 9.7 8.8 - . 9 No

Harrisburg 10.7 13.8 +3. 1 No

Washington, D.C. 12.1 12.6 + .5 No

Florida 14.5 11.5 -3.0 No

Alabama/Mississippi 13.4 14.3 + .9 No

Ohio 11.9 9.0 -2.9 No

Michigan/Indiana 14. 1 9. 5 -4.6 No

Chicago 9.4 8.1 -1.3 No

M inne sota /Nebraska/
North Dakota/
South Dakota 9.6 8.2 -1.4 No

Texas 18.8 15. Z -3.6 No

Southern California 12.5 6.7 -5.8 No

Northern California 10. 1 8.0 -2. 1 No

I/

II

I.



MAJRKET FACTS
Page 95

TABLE 3.4

CHANGE IN POSITIVE PROPENSITY
FOR THE NAVY

BY TRACKING AREA

Statistically

Spring '76 Spring '77 Change Significant

New York City 9. 1 19. 1 +10.0 Yes

Albany /Buffalo 11.8 16.0 4.2 No

Harrisburg 19.5 16.0 - 3.5 No

Washington, D.C. 15.4 17.0 2.2 No

Florida 19.0 14.7 - 4.3 No

Alabama/Mississippi 18.9 20.9 + 2.0 No

Ohio 18.4 9.9 - 8.5 Yes

Michigan/Indiana 18.0 11.1 - 6.9 No

Chicago 12.9 13.0 + .1 No

Minnesota/Nebraska/
North Dakota/
South Dakota 11.7 11.4 .3 No

Texas 22.1 14.5 - 7.6 No

Southern California 17.8 18.5 + .7 No

Northern California 14.0 17.7 + 3.7 No
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3.2 Recent Recruiter Contact

As Table 3.5 indicates, the proportion of young men who recall

having had recruiter contact within the past five to six months did not

change within any of the 13 tracking areas from Spring 1976 to Spring 1977.

I

i -Jr-.- . - 4. - -



MARKET FACTS

Page 97

TABLE 3.5

CHANGE IN RECENT RECRUITER CONTACT

BY TRACKING AREA

Statistically

Spring 176 Spring '77 Change Significant

New York City 13.4 20.1 +6.7 No

Albany/Buffalo 22. 5 27. 8 +5.3 No

Harrisburg 2z. 5 22.7 + .2 No

Washington, D.C. 24.5 27.3 +2.8 No

Florida 23.0 22.2 - .8 No

Alabama/Mississippi 27.2 22.7 -4.5 No

Ohio 21.6 23.1 +1.5 No

N! ichigan/Indiana 28.8 26.9 -1.9 No

Chicago 27.7 29.6 +1.9 No

M innesota/Nebraska/

North Dakota/

South Dakota 27.6 27.8 + . 1 No

Texas 20. , 25.4 +4.8 No

Southern California 23. 5 24. ( +1. 1 No

Northern California 22. 1 25.7 +3. 1 No

Source: Qu. 8a
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SECTION IV

JOB ATTRIBUTES. LFE GOALS.
ADVE.xsG RECALL. PAY ARDINFLUENCERS

MEN '1
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SECTION IV

In the study various factors are assessed which may affect a

young nian's decision to join the military. While all the variables are

measured in terms of respondents' perceptions, some tend to be basi.-

cally psychological, i.e. an individual's life goals, and the importance

of various job attributes in deciding upon a career. Others are pro-

ducts of military i-aformation progranms, namely, knowledge of sta-rttng

pay in the military, and awareness of advertising for the various ser-

vices. A third set of factors cons ists cf important persons who may

influence the deci sho to enter the military.

4. 1 The zpyortancc of .ob Attributes

Starting .n Sprinig J,'7 resp,,ndents h.ve been a.iked to rate the

importance of I . differe nL j11 1 zit; bute i'i i wir'g 5-point rating

scale has been used each, ve c:

I E Extremely irportant

Z Very irnporlant

I 3 I l ai.rl; imp.)rta-a

4 Not irnporna.nt ;,t a11

5 Don't 1ncw/N; zjN:wer

I
I
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Table 4. 1 presents the average ratings of the job attributes

separately for individuals with positive and negative propensity for 31

four active duty services combined. Both groups rate all the attributes

as at least somewhat important. Consistent with the findings of past

years the most important attributes include:

Teaches you a valuable trade or skill

-Provides good benefits for you and your family

Gives you an opportunity to better your life

-- Uives you the job you want

Tibe J-' r :ttr ibtes rated least irmpOrtant have also been consistent

ovesr the past three si.:rveys:

- - Trains you for leadership

-- [ias -Aher -rien you would like to work with

- - Allows you to see many different countries of the world

Whili the differences between the individual ratings of attributes are often

smrall and shouid be interpreted cautiously, the relative rank of the attri-

butes has been notably stable. Most young men seem to value more

highly career-related benefits (learning a trade, providing for family, op-

portunity to better life) than the personal or social aspects of a job (leader-

ship, comraderv!, travel).
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TABLE 4. 1

RELATIVE IMPORTANCE OF JOB ATTRIBUTES
RELATED TO POSTIVE AND NEGATIVE PROPENSITY GROUPS

ALL FOUR ACTIVE DUTY SERVICES COMBINED*

Positive Negative
Propensity Propensity

Average Average
Importance Rank Importance Rank

Attribute:

earbs ou a valu-,able trade
or s t1,77q I 2.11 1

88 2 2.08 7

G~,-s.,:.,, ;: j:: >,. .,l~ . 9u 3- 2. 20 80

I ;j .... 1. 47 2.20 10

I s a e i"v y i v iw t4r, e pr'm-d )t i. 97 2.41 6

ay -, t. ta ' .07 6 Z.27 11

i iV s \.Cu a .. I. S

c e,: i. i. I1 7 2. 32 5

fielps yJC , j. ' . C I, I.::.:-,. : ... AQ )

8 2. 3 4

Trains Vo-, for l ,' '-l 2.23 9 2. 55 3

P as other 'r' y';.- .,iid like
to work with .56 10 2. 81 9

A lows you to see many different

countries of the wur(id 2. 57 II 2, 90 2

A srraeor va ue rvicean, greater perceived importance.

SO r(: Que s$t.ior Wi.
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Positive propensity and negative propensity individuals are

largely in agreement. about wrhich job attrilbUtes are m-ore important, How-

ever, some differences between the two groups are noticeable. The positi-ve

propensity group felt that every attribute was more imp-ortant on the average

than did the negati-ve propensity,, grou. ip. F'or the third consecuative wave,

positive prepensity individuals rated learning a trade slightly higher than

benefits for self .-r famnily,, whereas, on each. survey, the negativ. propen.-

sity grotup has reversed this order. Taki-ng pride in one's career has also

been rated c.s monre xmp,.rtant: by; positiv-e tnropensity respondents th~an by,

regative prcpersity pe rsons, (- Alj thr-fte uves Thore- with a tiepativ;e

propensitt for ent-r int the niilitarv ii-vf- !consistently vaudgoad startin~g

Pay P 1110rdy1.

4. 2 on riItei

Dte $ the niil~ la rv provide a!;., pportunfity fo r at-taining these valued

c &r e c r ohjei~; & ~ ~ wn ch irp -nc atings, r .,sporide EtEs wcre

aske-d \vhethe r the-:;e v: ~t :hzaractcr i zez ank' rnilliiar.' service.

'rhe ,,oun g mnen in. the saniple ger-erally felt' that every job attribute

codd bi, fi-urjd i;, the rnil itary. hedata range from 95 percent of the re-

spondet- tm the -oItiv propen-sitv group who felt that the mnilitary, teaches

you a. valuable tr;ade or - k i]. to 5F pe r e ut of the negative propensity re-

spondents who bcfle-ved that the military pays well to start, With respect

to rank ordering of the attributes, positive propensity respondents differ

from negative propensity respondents on two attributes: "Is a career you
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can be proud of ," (ranked higher by positive propensity respondents)

'Helps you get a college education while you serve" (ranked loA r by

positive propensity respondents).

Not suprisingly, a greater proportion of positive propensity than

negative propensity men felt that the attributes were attainable in the

Armed Services. The data are presented in Table 4.2.

I
I
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For an attribute to help attract prospects to erl.- , it must be

both imp,,rtant and perceived as attainable i' the ,niilitary. IH ,,e, ;,,I

attribute's rank in iniportance and rank in ittainability, considered to-

gether, viav be particularly informativet. A c,ompari on for the positive

propensit\ group of an attribute's rank in Table 4. 1 with its rank in

Table 4. 2 is illustrated below. 0nI,, two of th I I attri!vtes ranked in

the top half in importance are also anong the top half in perceived at-

tainahilite'.

l'elativelv has', Relatively Hard

To Attain To Attain

leaches \alua lo 6ood henefits

trade for ,,'u and your
fain ii'

i,',elativelv ('areer yoLi can he

Important proud of Job vmlo want

(3pp ,rtunity to
better y,,ur life

Challeneii, i,,h M, en you would
like to work with

R elativelv Opportunity to

Less pinportant travel Pays well to
btart

Trains for

leadership tHelps ' ,u get a

c,,Ilege education
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TABLE 4. 2

ATTAINABILITY OF JOB ATTRIBUTES IN THE MILITARY

RELATED TO POSITIVE AND NEGATIVE PROPENSITY GROUPS
ALL FOUR ACTIVE DUTY SERVICES COMBINED

Positive Negative
Propensity Propensity

Rank Rank

Attribute:

Teaches you a valuable trade or

skill 94. q 1 89.0 1

Is a career you can be proud of 93.1 2. 5 81.4 6

Allows you to see nianv different
countries of the world 93. 1 2. 88. 2

Gives you a job which is challenging 91.8 4 82.0

Trains you for leadership 90.4 83.3 3

Gives you an opportunity to better
your life 89.7 77. 4 8

Helps you get a college education
while you serve 88. 1 7 83.2 4

Provides good benefits for you and

your family 8b.7 8 77.7 7

Gives you the job you want 82. 4 9 65. t) 10

Has other men you would like to

work with 81.9 10 69.7 9

Pays well to start 76. 3 11 58. 0 1i

Source: Question t)b.
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"Teaches you a valuable trade or skill" was ranked highest in

importance and attainability. Clearly this dimension is a strong point

in the military recruiting effort. However, three important attributes

-- "Gives you the job you want," "Opportunity to better your life,"

"Good benefits for you and your family" -- were viewed as relatively

hard to attain in the military. These areas represent recruiting op-

portunities.

This pattern in the evaluation of job attributes among positive

propensity youth has now appeared in the surveys of Spring and Fall

1976 and Spring 1977.

The same job attribute analysis appears below for negative pro-

pensity respondents. Only one of the II attributes is ranked high on

both importance and pe rce ived attainability in the military -- "Teaches

you a valuable trade or skill. "

Relatively Easy Relatively Hard
To Attain To Attain

Teaches valuable trade Good benefits for you
and your family

Relatively Job you want

Important Opportunity to better
your life

Pays well to start

Challenging job Men you would like to

Relatively Opportunity to travel work with

Less Important Trains for leadership Career you can be
proud of

Helps you get a college
education
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The pattern in the evaluation of job attributes among negative

propensity respondents is comparable to that of their positive propensity

counterparts, but with several exceptions. Both propensity groups per-

ceive "Pays well to start" to be relatively hard to attain in the rnilitary.

However, the negative propensity respondents attach more importance to

pay than do positive propensity youth. Both groups attach relatively low:;r

value to "Helps you get a college education", but differ in their percep-

tions of its attainability in the military. Finally, in sharp contrast to

positive propensity respondents, negative propensity youth ranked "Is a.

career you can be proud of" both low in importance and perceived

attainability.
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4.3 Ratings of Specific Services

Respondents also rated each j*kb attribute in terms of the

specific service which most characterized it. This evaluation

shows the image each service has for young American men.

From the display in Table 4.3 it is apparent that particular

job attributes are not exclusively associated with individual ser-

vices. In no case did 50 percent of the respondents associate an

attribute with one service.

While the assnciations tend not to be strutng, the fndlowing

patterns emncrve:

1. The Air Force is characterized by more attributes in

the eves of respondents than, other 8ervIces. It Is

particularlv associated with 'Teaches '.ou a valuable

trade ,r "skill," AGi.ves )'ou a Jb which Ls challenging,"

.. ves you an opportunity to better your life, ' and "I's

a career you can be proud of. " The Air Force does not

receive rx'arkedly low associations on any attribute.

2. The Army is not associated with any of the attributes to

any great degree. ''Helps you get a college education

while you serve" is the attribute most often identified

with the Army.
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TABLE 4. 3

PERCENT INDICATING FOR WHICH SERVICES EACH ATTRIBUTE
IS MOST TRUE

None/
Air Marine Coast Don't

Force Army Corps Navy Guard Know

Attribute

Gives you an opporturiity to
better your life 25. b lI,.0 IZ.7 15. 6 3. 3 26.6

Trains you for leadership 14. 9 20. 9 30. ( 10.9 2. 1 20.6

Teaches you a valuable
trade or skill 30. 8 22.9 9.8 17.3 2. 8 16.4

Helps you get a colleue
education while you serve 25.2 25.9 8.3 15.8 2. 5 22.3

Allows you to see n.i;iy
different ( oinmtries of the
world 17.4 14. Z *,7 4 .0 1. 9 13.8

Provides good benefits for
you and yowr family 22. 9 22. 4 9. 4 15. 5 3. 1 26. 7

Is a career you can he
proud of 2I. .. 7 1:.7 3.9 18.6

Has other men yo': %,ould
like to work withi 20. 1 17.0 11.8 1k,. 1 3.7 31.3

Gives you a iob you vant 24. 1 17.4 7. 3 14.4 2. 34.7

Gives you a job which is
challenging .7.4 1:., 18.,, 13.5 3.2 19.5

Pays well to start 21,0 1.9 .. , 11.2 2. 4 42.9

Base: All Respondents

Source: Question rc.
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3. The Marine Corps is strongly associated with "Trains

you for leadership. " Other attributes with moderate asso-

ciations with the Marine Corps are "Is a career you can be

proud of" and "Gives you a job which is challenging. " On

the remaining eight attributes, however, the Marine

Corps is mentioned less frequently than any other major

service.

4. The Navy is associated with "Allows you to see many dif-

ferent countries" by more respondents than any other

major service. It is the most frequent association found

in Table 4. 3. I
These patterns of association were detected, for the most part, in

the previous surveys.

II
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4.4 Achievability of Life Goals

Life goals are a broader concept than job attributes. Whether

life goals or values are consistent with the military profession pre-

sumably will affect a young man's decision to enlist. In addition, these

values may determine the advice he gives to friends, or seeks from

others.

As in past waves, respondents were provided with a list of 12

life goals and asked to rate whether each was more likely to be

achieved in the military or in a civilian job. Ratings were made on the

following 5-point scale:

Scale Value

+1 = Much more likely in military service

+2 = Somewhat more likely in military service

+3 = Either military or civilian

+4 = Somewhat more likely in a civilian job

+5 = Much more likely in a civilian job

Table 4.4 presents the average ratings for the positive and

negative propensity groups. Results are generally in line with findings

from past waves.
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TABLE 4.4
ACHIEVABILITY OF LIFE GOALS IN THE MILITARY RELATED TO POSITIVE AND

NEGATIVE PROPENSITY GROUPSALL FOUR ACTIVE DUTy SERVICES COMBINED

Positive
Propensity 

Negative

Mean Mean i
Life Goal: 

Score* Rank Score*- -r i! Mean

Adventure and excitement 
2.06 1 2.59 1

Job security 
2.3 2 2.62 2

Doing challenging work 
2.32 3 3.00 3

Learning as much as you can 
2.40 4 3.14 6

Developing your potential 
2.45 5 3.22 8

Recognition and status 
Z.49 6 3.03

Working for a better society 
2.63 7 3.20 7

Helping other people 
2.66 8 3.10 5

Having the respect of friends 
2.67 9 3.23 9

Making a lot of money 
3.47 10 4.09 11

Being able to make your own decisions an the job 3.57 Ii 3.96 10

Personal freedom
3.81 12 4.21 12

Source: Question II

The lower the score, the better the rating for the military. The scale is explained at the beginning
of Section 4. 4.
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1. Both positive and negative propensity men see a military

career as ,mabling:

0 Adventure zind excitement

* Job security

whereas a civilian career better allows a person to achieve:

* Personal freedom

* BeiOp, able to make your own decisions on the job

a Making a lot of money

2. As might be expected, the positive propensity group gives

the military better marls on all 12 life goals than does the

negative propensity group.

3. The greatest difference between the positive and negative

propensity groups appears on 'Developing your potential"

where the positive group sees this goal as much more

achievable in the military. The smallest differences be-

tween the groups are on 'Job security, " "Being able to

make your own decisions' and "Personal freedom." Both

groups see the rmilit. ry as providing more security, and

both groups see civilian jobs as fostering more freedom

and individual decision-making.
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TABLE 4.5

BRANCH OF SERVICE NAMED IN RESPONSE TO "ARMED SERVICES"

Percent of Respondents Who Mentioned

Specific Services
All

All Other Mentions

Service Mentioned First Mention Second Mention Mentions Combined

Army 36.0 20.0 13.6 69.6

Air Force 24.1 20.6 16.8 61.5

Navy 20.2 31.1 17.1 68.4

Marine Corps 13.6 16.8 17.7 48. 1

Coast Guard 1. 6 2.4 6. 1 10.1

None/No Answer 4.5 9.2 44.6 58. 3

Source: Qu. 4a, 4b

2
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Table 4. 6 presents the relationship between "top-of-mind"

awareness (first association) of each service and propensity. There is

a clear association between these two measures. Men with a positive

propensity for a given service tend to initially associate the concept

'Armed Services" or "military" with that service. The circled values

in Table 4. 6 highlight this association. Hence, the "top-of-mind"

awareness measure appears to be a good advertising related tracking

indicator of positive propensity for specific services.

I
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4.6 Advertising Content Recall

In past waves respondents1 ability to i-dentify various adver-

tisirg copy points was assessed. Findings from thcse earlier studie!s

indicate that correct recognition of copy points was relatively low.

Flhe Sprit c,; 1 77 survey did not present advertiziing c.)py for

recugriktiun; rather, respondents were a.;ked to report everything

thce. remrembc red about advertising for a specific service. While

tiilis; question fornat is a more difficult task for individuals, it reduces

guess~ng. The answers were codled into a set of categnrles and t.he re-

sults are shown in Table 4. 7. Several conclusions cai-, be dr-.wn:

1. Approximnately one-half of the sonet repcrrcd

tla.,t thev~ had seen or heard a&'ri~igfor the sc-r-

vices, The Army (5t1.A) a nd Navy (55. 4"'0 advo riising

rece,.vei high'est recall. flovevc r, onl abo-at r

half of these same individuals were ahle t.U rtcall

any specific adve rtising content,

2. Young men who could recall something about service

,advertising most often remnembe red info r-mnation about

learrnin" a trade and job opportunities. These copy
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TABLE 4.7

RECALL OF ADVERTISING FOR INDIVIDUAL SERVICES

Air Force Army Marine Corps

Have Seen/Heard Advertising; Recall Content 49. 3 56.0 52..1 55. 4

Teachinig/learning a trade 0892. 5
Opportunities 3.1 '5.

Variety of U, 2.1 3.3 1.4 .(.

.en with oytiprncnt 1.4 1.6 3.4

F quiD1OIV'It wihLut ,;L',n 1. ., .

-... . -;'

~ni i t . i i i( is S' i

'A n V, I
. 1. 1

F,'ucdxti','uai iji,:L¢ ts 3.3 4. ' t - .

I rav t 's :, n cIs,,,tt, r ' rld . 3.6 1. , .1

., oay '_--:, frt . pay 2. ."

Sl,,tanas 13, ,,' :

A dvert u r, 7 .3 .2,;

Ftun! c rcation .4 .3

Praised service 4 . .

Other benefits (-. g. health) 1. .A i 1. ,

Otler ttist ,oll aneous ientcn ions 4. 7 6. . 7.

Don't rmcall (ontent 24. 4 31. 8 2C. I2 .

Have Nut Seen/Heard Advertising .9. T 4.) 47. 44.6

Base. (1I7) f1838' (Hi'1 ) 181 )

* Th, ruduced bases rfh'" thc fact that each respondent was asked the ad'erti.i.t, questin for only

three of six services.

Th, circled entries reflect those items mentioned more frequently for each servtce. No statistical
significance is implied.
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points were commonly mentioned across ae'vces.

Mention of these copy points, however, was slightly

lower for the Marine Corps than it was for the other

services.

3. Advtrtising inessages pri marily urging e list,.mcrLt

, re ('de , especially il ad .rtir.'.t,

t A r ,y a:xd 'Navy.

4. cac of ad-vertising of a s.)L-i'-_. -3ir, wi, c deariv

Ii ke vvv[ V,.tV ;ces n0 '%wo n 'a. :. S. s r ve' L -o":--',

as aL relati.oi' oFten for Navy adv, rticnzr .,

and Mar inc Corps slogans were par'-iIc,,larlyi nen,, adjo.

Of th&se recallirg a MNarinie slSoao. 83 o-rcc¢ r, .-

j.- c' that the "M a rines w e re lok(.',, , e , .

rnm . Neither of the two ot:her s I gan, re z ailer .,u-

pr-ached this level of recall (See tab~iatiof.-x,: Volurrc

!I. page i6)v.

Yf-,ver than five percent of respondents rccall:Cd ad-

ve rtising by any of the active services ab.u! pay.

When an individual did recall advertising by a specific service,

he was asiked how meaningful the advertising was to hintI. Ratings were

made on a four-point scale and the results appear in Table 4. 8.
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TIAIII.' 4.8

PERSONAL. REACTFIONS 10 ADVER'TISINC.

ABOPT' SP3ECIFIC ACYIVE SERVICES

Pe rcecnt W ho Be littve

Advtertising to Be Sample
Se rvice Xe 'rL'/''SornewhaW MeaiingfuI Average Pating* B a s-

Air Force 51.911" 2. S3 363

A rmy 45. 5% 2. 6 1 4i-t i

Marine Corps -15.8,7( 2. 64 3c)-

Na vy 4 S. 2.53 510

*Scale Value:

+1 = Advertising Very Mkeaningful

+2 = Advertising Somewhat Meaningful

+3 = Advertising Not Very Meaningful

+4 = Advertising Not At All Meaningful

Source: Q u. 7e

L
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Advertising by all services was rated on the average between "Somewhat

meaningful' and "Not very meaningful," There are no differences

anong the services on this measure.

,1
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4.7 Starting Pay

In the past three waves of the survey, the respondents havu

been asked to estimate the starting monthly pay for an enlisted man

in the military. The level of military starting pay estimated by the

Spring 1977 samiple is presented in Table 4. 9.

Over time, perceptions of starting pay have gradually itic'easeJ

in mnagnitude. The average estirnatc in Fall 1976 was $374, the a dual

le-v l kt, starting pay at that tim,e. In Sprini, 1977 the av cra 2e ,is, ate

is $ 381 .

inportant I o unJerstanding how ytng !i}c r . C ye nilita r.7

s.art ng pay is the fact that 49.6% have no answer Lr trii,:a t r

they did not know in response to this questi ,n. Only ,'.. i ti!.e s , liie

were able to guess within $100 in either di(r'ti f o ) th,. actual icv,et

(if pay. While the same may be true of other professi ns, it apj),!a:,s

that the clear majority of young men betwee'n 16 and ?.I are poorly

informed about starting pay in the tnilitary. TFl,.se data are preset':d

in the tabulations: Volume I, pages 126 to 12-7.

A phenomenon noticed in previous waves reappears in Tabte

4. 9. The positive propensity group gives lower estimates of starting

pay than does the negative propensity group. In preceding reports it

has been suggested that positive propensity individuals tend to have

lower salary expectations because they are drawn from more modest

socio-econornic backgrounds than negative propensity individuals.
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TABLE 4. 9

ESTIMATE OF STARTING PAY
BY POSITIVE AND NEGATIVE PROPENSITY GROUPS

Positive Negative Difference

Propensity Propensity (Positive zninus Negative)

An.- '; rvr'>2 {3(60 $387 -21

Air Force 4,368 $384

A rig $ 367 $ 383

IMarine Corus $ 370 $382 -S)2

Navy $374 $382 -$ 8

Total Sarnpl $381

Source: Question 1Oa
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An analysis to support this reasoning appears in Table 4. 10.

Using Ifather's education as an index of socio-economnic background,

a Alear relationship appears between father's educational attaintmlent

and a respondent's estimate of starting pay. When their fathers have

had at le-ast s.rnie education beyond high school, the respondents make

ar sint $?-3 higher on the average than those whose fahers have less

than, a higLh c hr 't iucat ion.,! addition, white r-es pondents trade at-,

est i te $20) h~hc r nr the ave rage- than non -whitte ros nond ents. T his

icw prnb oaLlIy reftie tA the soc i 0- onno mic di ffe re ne s bet wee . these

two g roi ps rahe r than any real ra cial diffoe ~ncv.

A mong jeb attributes investigated in this se r is of s r vtcYs,

giud s~t.artinog pay has (unSstently ec ecIn rankings of mode rate

ntprrtance by bot h positive and nvgatimvt propensit-y respondents.

HowVeve r, it is viewe~d as the attr-ibute whi ich is least achievab le in the

military. Si w.: poilije propen sity individuals have- turnded to tindcer -

tcs6inmate the true level[ of startin~g pay i the niitary. it has been

suggested thalt co rrecting mnispe rcepti ons about starting pay night

have a positive impact on recruitnment.

vw#
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t~ari'intal ~oan itetm Wt lntr )dil(Cr ItO "'Ilge the

,ffect ()I a 5C jt2 rease,- it, sartinq pay on likelihood of entistirng.

A pproxi miat,,Iy ot-w-half (..f pi)sitive pr, Jenj ity mnen, 52. 4 percent,

nd ic at e' that they wvoo d be morie like ly to enl ist with suc!h an adcj.:d

inuiluceiincrit ( T;e Fzl( 4. 1). Atniiim neigativu prup-en!s,:tk ITn,1. 7

r".f said to th 11 wo iiId be more likely to etihLr if ,far tirc- av

were Incrcas,<d. 1l.'>e f oc' aic sinilar tc) rinrhrurj Ir i-al 7

_L sue,thai "accrt rair ab)out pay aid a~ra(. a

rec runtpiria w- a lziree trler of tlio-re vllhn ar n C 14 1,ver
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TABLE 4. 12
PERCEIVED ATTITUDES OF INfNLUENCERS TOW

JOINING THE MILITARYRELATED TO POSITIVE AND NEGATIVE PROPENSITYALL FOUR ACTIVE DUTY SERVICES COMBIN:

Positive

I'ather

In favor 
4

~\ (IU j. (I

Don't KlnOw 
3.,2

In favor 
3-. 8

Against 
20.8

Neutral 
39, 4

Don't Know

Source: Qu. 12a

I
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When asked why their parents favor or oppose their joining

the military, respondents cite somewhat different reasons for paternal

opposition than maternal opposition. However, fathers and mothers

are perceived to have fairly similar reasons for favoring enlistment.

These reasons are categorized and reported in Table 4. 13.

1. Parents are perceived to favor enlistment for reasons

dealing with job training and mattritv.

2. Mothers' perceived opposition to niilttar\ service most

often relates to danger and separati,,n. Fathers' per-

ceived reasons opposing enlistment are rather evenl-

distributed among a desire for their sons to get a

civilian education, the father's negative experiences

with the military, danger, family separation and loss

of status.

People often believe that others around them have similar atti-

tudes. Hence one cannot be sure that these young men are completely

accurate when they report parental attitudes. Nonetheless, the dif-

ferences in perceived attitudes between parents of positive and nega-

tive propensity youths suggest that parents are a very important source

of influence on the decision to enlist. This finding may be useful in

formulating more effective recruitment strategies.
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TABLE 4.13

COMMENTS ABOUT ENLISTMENT IN THE MILITARY

ATTRIBUTED TO INFLUENCERS

ALL FOUR ACTIVE DUTY SERVICES COMBINED

Positive Negative

Propensity Propensity

Father %

Favorable Comments

Job Training 24. 1 13.6

Maturity 15.3 12.5

Exciting Job 13.2 7.2

Benefitls 12.8 9.5
Patriotsn .I 7. q

Unfavorable Comments

Civilian Education 2.9 8.8

Father's Negative Experience 2.0 5.9

Danger 2.0 5.1

Sepa ration 1.8 5.5

L,,ss of Status 1. 3 7.7

M other

Favorable C(nmients

Job Training 21.2 9.4

Maturity 13.0 8.3

Exciting Job 10.0 4. 5

Benefits 8.4 6. 0

Patriotism 3. 6 3.2

Unfavorable Comments

Separation 12. 3 16.4

Dainger 8.3 1t. 4
Civilian Education 4.6 9.4

Loss of Status 1.9 7.4

Father's Negative Experience 1.0 Z. 5

Source: Qu. 12b
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SECTION V

ANALYSIS OF PROPENSITY

1

I

I

II
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SECTION V

Analysis of Propensity

Previous sections have traced national trends in propensity

to serve, trends within tracking areas and differences between tracking

areas, and some factors related to choice of a military career. In this

section the propensity measure receives close examination and its relation-

ships to demographic, attitudinal and behavioral variables are presented.

Propensit% was assessed by Question 5a in the Spring 1977 survey

in the same manner as previous waves. IZespondents were asked to indicate

how likely it was that they would serve in each of the specific services,

The following alternatives were read to each person:

Definitely -- Positive Propensity Group

Probably

Probably not

0efinitely not - Negative Propensity Group

(No answer._

Those who answered 'definitely or probably" with respect to one

of the four major active services are classified as positive propensity.

Others, including those who failed to answer, are classified as negative

propensity.
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As such, its specific relationship to enlistment is not certain, but it is

undoubtedly correlated with future enlistment. It may be useful to follow-

up individuals of different propensity groups to determine ultimate accession

rates and factors which affect high and low propensity men. However,

psychologists have found that the best predictor of an individual's future

act typically is a statement about what he expects to do in a situation.

The measure of propensity is a measure of this type.

The purpose of this section is to provdp_ a finer-grained analysis

of propensity. First the measure itself is examined. Then those factors

are identified which discriminate between positive and negative propensity

groups for the military service in general and for the individual services.

Demographic variabies, attitudinal variables, and behavioral /environmental

variables are examined as follows:

De mo graphic variables

* Age (Qu. 3a)

" Employment Status (Qu. 3f, 3g, 3h)

" lRace (Qu. 23)

" Educational Status (Qu. 3b, 3c, 3d, 3e)

" Education of Father (Qu. 18)

* Quality Index (See Section II)

Attitudinal Variables

* Importance of Job Attributes (Qu. 6 a)

0 Achievability of Life Goals in the Military (Qu. 11)
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Environmental/Behavioral Variables

* Recruiter Contact (Qu. 8 a, 9a)

* Persons Spoken To/Actions Taken (Qu. 8c)

• Influencers (Qu. 12a)

" Discussion with Parents (Qu. 13a)

I

I
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Propensity consists of young men's ratings of their probability of

entering any of the four major services. While most analyses in this re-

port examine positive versus negative propensity, scrutiny of the distri-

bution of responses within the measure leads to some interesting observa-

tions. Table 5. 1 presents the propensity measure broken down into each

of its response alternatives.

Several conclusions can be drawn:

1. Very few young men indicate that they are definitely going

to enter the military service. The great majority of re-

spondents in the positive propensity group rate themselves

as probable entrants rather than definite entrants.

2. The largest single category, by a small margin, consists

in those who say that they will definitely not enter a given

military service. This ranges from a low of 40. 7 percent

for the Air Force to high of 48.4 percent for the Marine

Corps.

3. Albout 50 percent of respondents label themselves as proba-

bly likely or probably not likely to join a military service.

The combination of these middle ground respondents con-

stitutes the majority for each service, with the exception

of the Marine Corps. This group of young men, who are

not strongly committed for or against a military career,

appear to provide a large, fertile market for recruitement

programs.
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TABLE 5.1

DISTRIBUTION OF RESPONSES FOR MEASURE OF PROPENSITY

AND CHANGE FROM SPRING 1976

Air Force Army Marine Corps Navy

Respnse % 5%1/(i

Definitely 1.5 1. 1 1.0 1. 5

Probably 14.2 10.7 9.8 13.7

Probably Not 39.4 39.2 37. 1 3,;. 8I
Definitely Not 40.7 45.3 48.4 42. 3

I
Don't KN,,wlNu Answer 4.2 3.6 3. 7 3. 7

I
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5. 2 Demographic Variables

Demographic differences between the positive and negative propen-

sity groups are presented in Table 5. 2. The statistical reliability of these

differences were assessed by computing F ratios. All the comparisons

appearing in the Table 5. 2 are statistically significant.

The difference between the positive and negative propensity groups

can be characterized as follows:

1. Positive propensity individuals are younger.

Z. Considerably more positive propensity individuals are un-

employed and looking for work.

3. Blacks comprise over twice as great a proportion of the

positive propensity group as of the negative propensity

group. Other non-Whites are also more highly represented.

4. Iligh school students make up a higher proportion of the

positive group than of the negative group, but college stu-

dents are almost three times as likely to have a negative

propensity for military service. High school graduates who

are no longer in school are also more likely to be found in

the negative propensity group.
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TABLE 5.2

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY

PROFILES ON DEMOGRAPHIC VARIABLES

Positive Negative
Variable Propen sit Propensity Sinificant

Average Age 17. 75 18.59 yes

Nut employed/looking for work 36. 5% 23. 1% yes

Blacks 14. 1 % 6. Z% yes

Other Non-White 7. 5, 4.2% yes

Students 68. 7% 56. 1'o yes

10th Grade 17.6% 7. 7X" yes

1 Ith Grade 26.2'. 13.5' ,  yes

1-2 years of college 5. 7' 15. H% yes

Higeh School graduate, not in s hool 19.2'% 34. 7% yes

Educatirn of Father" 2.65 3. 1 yes

Quality lndex* 5.82 .51 yes

, ,Nlean scale values shown

I
I!

-. -mlml lm V .lll lll ..- l
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5. The quality index, detailed in Section II, indicates that

positive propensity individuals have weaker academic pre-

paration. Positive men appear to come from lower socio-

economic backgrounds, at least as indexed by father's

education.

Education of father was measured on an eight point scale:

1. Did not complete high school
2. Finished high school or equivalent

3. Adult education program
4. Business o)r trade school

5. Some college
(). Finished college (four years)
7. Attended graduate or professional school

8. Obtained a graduate or professional degree
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The demographic profile of the individual services has also been

examined and the characteristics of men with a positive propensity for

each service appear in Table 5. 3. Profiles for the negative propensity

i roups have been omitted since they resemble the profile of the overall

negative group shown in Table 5.2. Statistical tests have been conducted

which compare each service's positive propensity group to the correspond-

ing negative propensity group for each variable. Entries in Table 5. 3

were all found to be significantly different from the characteristics ,f

the ieative t-,roup.

Ilie Airection of the cliffe.reocecs bo.tweet'n positive and ie', ativ Lroilps

within each secvict, arc identically the san-i as the pattern of differences

Shown iL "1 5.2 for the overall military analysis. Fhe c- 1 ccationat pro-

fii,. e,. fathe'r's ,dtication, (itiality indx) of the Air FPori ( gmclp is

u-i onle\\(- %at hi uhe'r than the. o.the r active strv ices, and this facet o)f the Armv

QIr up t 1nd+ to !W, hi,.tr, iil otherwise dernoraph - arc similar act )ss

thlo activc, sTr e . htis it appears that all scr.ics drew iqp.on pols of

youths witu fairlv similar dem craphic profiles, and that the's, VOiths dtiffer

in a fairiv k,. n tant rasoion from necat ye prop(ensit v \o itlis,

H elative to the active services, the demographics of those with

positi .'e propensit%' for the Reoserve cofmponents differ in that these indi-

viduals tend to he older, more likelyV to be white, more likely to be out

of scool and employed and have a higher quality index.

I m wmummn n ulm
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TABLE 5.3

DENOGRAPHIC PROFILES OF

l'OSITIVE P3ROPENSITY GROUPS -

INDIVIDUAL, SERVICES

A ir National

Force Ariy Marines Navy Guard Reserves

I". 77 L7. 7 17. 9 17. 7, -4 17.

4 r '~~, 14. L

(1 3t

i C

r h' . Li, ,. *m Z .4 ,: . >:

"II

(-7I. , . .,: 4. I'" 4 4 ,;, "'. 8Y2; ,' 7 ) , ,

I2 7 lt ' h( l' ' ". ' 2 . 'I2 7,,. ,. l

iT\ ' V 'l~ ** *" *
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5. 3 Importance of Job Attributes

Part cf Section IV examined the relative importanc

attributes as perceived by 16-21 year old males. At this

is focused upon the different perceptions of posicive and n

sity men. Table 5. 4 provides this comparison.

The positive propensity Rroup rates each job attrib

averale, as more important than does the negative propen

Thie L reatest differen-e on any attribute appears for ''Is a

be prnd of. ' Comupared tothe negative propensity group,

sitv men feel this attribute is particularly important.
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FABLE 5.4

ANALYSIS OF P'ROPENSITY TO SERVE IN THE MILITARY
MEAN RATINGS OF IMPORTANCE OF JOB ATTRIBUTES ,

Positive Negative

Job Attributes Propensity Propensity Difference

Is a career you can bt, proud of 1. 97 2. 41 . 44

Trains you for leadership 2.23 2, 55 .32

Gives you an opportunity to
better y;our life 1. 90 2. 20 30

Allows you to see many different
countries of the world .- 7 2. 10 3 3

Has other mn ymuii would like to
wor1k wvith 2 i 2. 81 .2:

(I,,cs Vu a ib vh1i, h is

,. h g n in: L.It ?2. .2

-i'1 \', he 3(> Vi y Aw a i. 2. 2()

lca h. " ne ',(0 a va 0 idO to trade

or SL:il[ 1.79 2. 11 . 32

' rovide s go(d 10c1(1its for vn)(
dird your .ttiiiu 1. 2. Os .20

li'Ai \ ,\ '11 to start 2. 07 2.27 .20

1l1l 1>s "'w" '-'(-t 'I e edliat ion
',,role wo'i sor'v 2 1Z . 2. i' . 19

: Ti' s ale Isjd 1,)r this 111alysis is:

+ 1 Extremely Important

+2 Very Lportant

13 Fairly Important

-4 Not fmportant At All

+: : No Answer

Therefore, snaller values indicate more perceived iiportan(e.

In t] e difference , olmmn t large value indicates that the positive propensity
group considers the attribute as more important than the negative propensity

group. All differences are significantly greater than zero.
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The difference between the propensity groups for each of the service

appears in Table 5.5. Entries in this table are differences in importance

ratings between the positive and negative propensity groups. To assist

the reader, differences of +. 30 or greater have been circled. Generally,

the results for individual services are similar to those for overall

propensity found in Table 5.4. Some variation among services is

apparent, however. For example, the propensity groups for the Army,

Marine Corps and Navy have more disparate values than those of the other

services with respect to 'Allows you to see many different countries of the

world.

I
I
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TABLE 5.5

IMPORTANCE OF JOB ATTRIBUTES

DIFFERENCES IN IMPORTANCE VALUES

BETWEEN POSITIVE AND NEGATIVE PROPENSITY GROUPS*

Air Marine National
lob Attributes Force A r my Corps Nay Guard Reserves

Is a career yu can be )rnd of 0 0 0 0 0
f rains you for leadership .z6 Q ® G .23

Gives you an ,pportunity to
bettr y)ur life .25 () . b .26 .22 .z6

Allows you t, see many different
countres of the w,rld .26 G G .20 .24

Has other men you would like
to work with 2 4 .27 .24 .22 0 .27

Gives you a job which is

challenging .20 .22 .22 .1 .18 .21

Gives you a job you want .28 .22 .19 .24 . 17 .25

Te~aches you a valuable trade
or skill ( 3  G .24 .24 .23 .27

Provides good benefits for you
and your family .18 .21 .20 .19 .21 .21

Pays well to start .17 .23 .18 .18 .15 .13

1
h, ps you get a college educa-

tion while you serve .26 .25 .16 .25 .17 .23

* The entries in the table are differences in mean ratings between the positive and negative pro-

pensity groups for each service. Refer to Volume I, pages 3 to 43 for the complete data.

All differences between positive and negative propensity are statistically significant. The positive
propensity group felt each attribute to be relatively more important than the negative group in every

case.
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5.4 Achievability of Life Goals

Positive and negative propensity groups should be distinguishable

with respect to whether they feel that life goals can be better achieved in

military or civilian life. Table 5.6 presents the findings for this issue.

A low average rating indicates that the goal is perceived to be more achiev-

able in the military; a rating above 3.00 indicates that the goal is more

achievable in a civilian career.

For every goal the positive propensity group views military life

as better enabling achievement than the negative propensity group. The

difference between the two propensity groups is particularly great in the

cases of 'Developing your potential, " "Learning as much as you can,"

and "Doing challenging work. ' However, even positive propensity men

do not view a military career as a means to "M aking a lot of money,"

and achieving "Personal freedoni. " Negative propensity men view all

life goals as more attainable in civilian life except "Doing challenging

work, " "Adventure and excitement," and "Job security.
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TABLE 5.6

ANALYSIS OF PROPENSITY TO SERVE IN THE MILITARY

ACHIEVABILITY OF LIFE GOALS

AVERAGE RATINGS*

Difference
Positive Negative Favoring

Life Goal Propensity Propensity Military

Developing your potential 2.45 3.22 .77

Doing challenging work 2. 32 3.00 .68

Learning as much as you can 2.40 3.14 .74

Adventure and excitement 2.06 2.59 .53

Making a lot of money 3.47 4.09 .62

Working for a better society 2.63 3.20 .57

Having the respect of friends 2.67 3.23 .56

Recognition and status 2.49 3.03 54

Being able to make your own decisions on the job 3. 57 3. 96 39

Personal freedom 3.81 4.21 .40

Helping other people 2.66 3. 10 .44

Job security 2.23 2.62 .39

*The scale used was:

+ I Much more likely in military

+2 z Somewhat more likely in military

+3 Either civilian or military

+4 Somewhat more likely in civilian

+5 Much more likely in civilian

Therefore a smaller value indicates relatively greater military Likelihood. The groups differ significantly on I
all goals.

II)
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The achievability of life goals is tabulated for individuals with

positive propensity towards each service in Table 5. 7. The data repre-

sent the difference in the ratings of each goal between the positive and

negative propensity groups for each service. Differences of .60 or

greater have been circled to assist the reader. No statistical signifi-

cance is implied by this notation. The profiles for the active services

once again are fairly similar.

The National Guard and Reserves provide somewhat different

patterns. For achieving every goal except "Adventure and Excitement"

the difference between positive and negative propensity groups for the

National Guard is less than for the Active Services. This means sim-

pl , that individuals with a positive propensity toward the National

Guard view military life in a fashion more similar to negative propensity

individuals. This pattern of smaller differences between positive and

negative propensity men appears in weaker form with the Reserves. In

other words, achievability of life goals does not discriminate between

propensity groups for the Reserve components as well as it does for the

corresponding active service propensity groups.

I
I
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TABLE 5.7

ACHIEVABILITY OF LIFE GOALS
DIFFERENCES BETWEEN POSITIVE AND NEGATIVE PROPENSITY GROUPS*

Air Marine National
Force Army C Navy Guard Reserves

Developing your potential Q Q Q ® .. 5 .56

Learning as much as you can Q. ) (7~ 0' 5 54

Doinc challenging work 01 05- 44 .49

fee nitj o and status .46 .57 . 43 .45 .44 44

Making a lot of money .57 Q .59 .56 48 49

Working f,,r a better scietv 5 5 .,6 .52 .48 3"1 .47

Having the rcspe,-t f friends .Z .52 .48 .4Q .41 49

Adventure and excitement 4Z . 47 .46 .47 . 41 52

Personal freedomn 3-1 .40 48 .,1 .33 .31

Helping other people .37 .41 . . 38 23 3,)

Being able to make your own
decisions on the iob .43 .48 .31 .37 .Z5 .30

Job security . 39 . 34 .2# . 34 . 20 . 33

:- Entries n this table are differences between corresponding positive and negative propensity
groups in ratings of achievability of life goals in the military. In this table a positive value means

the positive propensity .roup felt the goal was relatively more achievable in the mnilitary than the
negative propensity vroup. All values are significantly greater than zero.

1

I'
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5.5 Information Sources. Actions Taken, Recruiter Contact,

Influencers

From a recruiting standpoint, this section details a particularly

important set of variables. Some factors which distinguish positive and

negative propensity men are potentially controllable by the military, e.g.

recruiter contact. Other factors, such as information sources, might

constitute elements in the process of making a decision to enlist. Table

5. 8 comipares the two propensity groups in terms ,f the people with

whom enlistment was discussed and enlistment-related action initiated.

S))ne respondents from both propensity groups have discussed en-

listment with various people, but talking about a military career with

parents, friends with military experience, or others is far more common

among those with positive propensity. They are also more likely to have

sought information either by mail or by calling a toll-free information num-

ber. More young men with a positive propensity have been tested by the

Armed Services either in high school or in a military examnining station.

In summary, positive propensity individuals are far more likely

to have discussed a military career or to have engaged in various enlist-

ment-related actions. All these differences are statistically significant

- and most are large in absolute magnitude, i. e. , positive propensity men

are often twice as likely to have talked to someone or have engaged in the

given action.

I
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TABLE 5.8

ANALYSIS O PROPENSITY TO SERVE IN THE MILITARY

INPORNIAtION SOURCES, ACTION TAKEN, RECRUITIR CONTACT

Pos itive Negative
Propensity Propensity Significant

Information Sources

Talked with ,ie or both
parents 5,. 4 24.8 yes

Ialked with friends already in

the service ,r v,'o have teen

in thc service r7. 3 30. 7 yes

Tall 0 d with teacher ,,r

,Uidan( t cunselr 23. I 8. 3 'es

Taled with 1 ife o r irifriend 29). 7 13. 1 yes

. tions Tab en

Asked f,,r f,,rmnation by mail 20. 7 9.1 yes

Madc toll-free (all to get

informatiion 7. 5 1.. 7 yes

Ph% sically .r mentally tested
at a ,cilitar v examining station 7.4 3. 4 yes

Taken aptitde test in high
school given h% ..Armed Services 22. 5 1c. yes

R~ecruiter Contact (ever) 51.8 48. 1 yes

Recruiter Contact (past 5-6 months) 32. u 22. 9 yes

Recruiter Contact Initiated by

R ecruiter 50.2 70. 1 yes

Recruiter Information Considered

Adequate 83. 3 82.9 no



Page 1 3

1 Al I J-'

A 1'. ti P 0 P-F.N S I IY 0 S FR V K IN LHE MIL1 A RY

i[.,O, MIA i 1 ol 50.' S, AC I ION I A KEN, .tRECRU I ER CON fAC I

(('. nti rIued)

Posit iv Negative

Prpens i ty P ropensity S ignif iant
0 :0

n Mtl , 1 1

1 , 45. 9 24. 1 yes

S'"34. 8 16. 4 yes

I-ar r 9. 4 4. 8 yes

M,th b r 10., 3. 8 es

', !h lath,'r L11d I other 35.8 15. y8i.

. U , r, : l. 1 ,.
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The relationship of recruiter contact to propensity has been

examnied and the findings also appear in Table 5.8. While more posi-

tive propensit respondents have at some time had contact with a re-

cruiter, the difference between the two propensity groups is small,

though statistically significant. Recruiter contact during the past 6

months sh~ows clearer differences between po!itive and negative pro-

pcnsitv roups, with 9. 8 percent more positive propensity mten having

such contact. When contact with a recruiter has occurred, a clear

na ,oritv, 70. 1 percent, of negative propensity respondents indicate

!!,.at the c)ntact was initiated by the recruiter. On the other hand,

-'4. 6 p, r cnt (100K-50.2%) of positive propensity respondents in,icat,

that their ( ontact with a recruiter was self-initiated. No diffurcnct-

appear in te rns of the perceived adequacy of recruiter information.

T ,ble 5. 9 relates propensity towards each service to contact with

a recruiter from that service. For each of the services, the propensity

gr,ups differ in contact with a recruiter. These differences are statis-

tically significant.

I
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TABLE 5.9

EVER HAD CONIAUI WIIlI RECRUITER FROM SPECIFIC
SERVICE RELA IED 10 PROPENSITY FOR THE SAME SF.RVICE'-

Propensity for Individual Services

Positive Negative Diffe rence
O! 0l

A;r Frce 25.2 12.8 12. 4

A rmv 29.6 22.2 , 7.4

NMirine C,)rps 1). 1 14. 1 •5. 0

Navy 2-2.0 13.1 

Base: All respondents

Cfnfact (in the last fiv. to six months) was not askt,d f,,r iudividual
5'rv i ce
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5. 6 Enlistment Decision Process

In this report an individual is defined as having a positive

propensity for triitary service if he has indicated that hie definitely or

prrobably %vill enter any of the four major active serviceis. Table 5. 10

demionstrates the extent to which this occurs in the Spr inu 1977 sample.

Vri-on .Ide -) 10 it is clear that a large nuirhe r ,fmen who have

a po)sitiv,.e pro)pensity for each o)f the active services are also positive to.-

%vards -t'f(, r ~iwre ',tlir rvices,. This is the case niost o)ften for in-

di% Iiduals 5.k th p- 5 ti"v prf)pel)sit\- toward the Army arid \Marine C,,rps.

! sv vith 1, p-siti-.t. pr,)pe-nsitv% tioward the Nlati(nlal Kulard or

~esrls ftten show% a posttive- disposition towkards the. active ser-. ices.

Ibhis findirika reinfo~r<es ( iiclusiens drawn 1), the analy.sis o)f

denou~raph i var ahles that the various active services, fi r the inc st

part, draw upon the saint or asinitlar Pool )f votinl nren.1. It is- 'ils( co1-

sistenlt wkith the 11nline th'dI i:1i, i. ,idtials initially decide iipon! a ilitary,

career anid thien choots(, helvfen the diffe-rent serv'ices.



i xn ' I , p[ i (',

')P .I M I . -



MARKET FACTS
P a ge I~

.7 zActive Duty Versus National Guard/Reserves

Throughbout Section V differences between C ervices hiave .CccO

examiined. In this subsection men with positive prupers it;, for the

Natio)nal (hoard and Reserves are compared with mien havinLe a pusiti-.'

proper ,sitv fur the active services, From Table 5-. 10 it :s apparen!

that mrr indi\. Aduals who hiave a positive propens it' fr tlhe >,'atiooiil

2.uarcl tr hL\estrves are also favorably disposed towa rds 0-e av-ti\ e ser-

vties, ait of all the inter-se rv ice cornpa r i sons iut l a ei is

reate st luetwece thet Ro-e rves and the- National ~i~

h le demtnoraphic profile for the National L n o/eovS i

Qur~ie ('1 T w ,( Ixith the profile for the active services in -j' s5. 1 1 A' pat-

ter Oif 4n-,all differences is apparent: those ,vitln a p itepr(pceositv-

fu r the " . tioinal (hoard/Reserves tend to be older, less often hipl

sce-, ol students i)ut mo re often college students, mnore freqiunt1l outt of

schuwl , an 0(1 s lO5iktcl\ to be looking for wok oss\vit; thiese cliara -

tir ist ic- pro sunia hI v anticipate that the part tiir rln-ma ris f1 theu >2 atiP. al

Gnarri /!2e sorye s %would b)ette r fit their life S itoatiOn. li ; c onpa r i s, inc

wkt!h a p.-sitive propensity, for the active services arc i iieiftlure,

like. 1,, I 1oking for work or facing high school 'r-,natrir.lue tran-

sP~inal periods are mo(re c7omfpatible with enterinii folt~s militar,
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TABLE 5. 11

DEMOGRAPHIC PROFILES
Ov P~OSITivE PROPENSITY G;ROUPS

ACI IVE SERVICES VERSUS RESERVE COMPONENTS*

Active Services Rese rve (ontmne

A gze 17.75 V.st

other N'-n-Whjte 7 ''

No tV i p l ed: Looeirn f.r work 3. ;4. 2

S .~ dents T?.7.,,

I1Oth C racle k 7., 1 . 4

I Ith G rade 26. 2 ; 2 4.

1-2 years of College .7";,

lligh Scrhool Gradutate Not In School 2T,,% -11.

Education oif Fathe r': -1.65 2. T,

Qualitv lnd~x>: 5. 82 ~i

Ave rages of mean scale values shown.
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Table 5. 12 compares how positive propensity men for the

active services and National Guard/Reserves view the achievability

of life goals in military life compared to civilian life. Except for

"recognition and status', which both positive propensity groups rate

equally, there is a tendency for men with a positive propensity for

the active services to rate life goals as slightly more achievable in

the military than men with a positive propensity for reserve com-

ponents. The differences are always very small in magnitude,

howeve r.
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TA IA1E . I/

ACHIEVABILIT'Y OF LIFE GOALS

RATINGS BY INDIVIDUALS WIIH POSIIVE PROPENSITY

FOR THE ACTIVE SERVICIES AND RI:SERVF'E COMPONENTS:

Active Services Reserve Components

Learning as much as you can 2. 40 2. 52

)eveloping your potential 2. 45 2. 55

Doing challenging work 2.32 2. 41

Working for a better society 263 2.6

Be:ing able to make your own decisions on the job 3. 1 7 3. (2

Job security 2. 23 2. .1

Making a lot of money 3. 47 3. ,1

Adventure and excitement 2.06 2. 10

Helping other people 2. 66 2.71

Personal freedom 3.81 3. 63

Having the respect of friends 2. 67 2. 68

Recognition and status 3. 49 2.49

Scale: + I Much more likely in the military
+2 Somewhat more likely in the military
+3 Either civilian or military

+4 Somewhat more likely in civilian

+ 5 - Much more likely in civilian

* Differences have been averaged to give equal weight to e,t h servicc.
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5.8 Surnmary Comnments on Active Services

Fronm this analysis of positive and negative propensity groups a

profile has emerged which characterizes the likely candidates for active

duty military service- i.'m nditnis fron tprevious waves provide confirmation

that the high propensity young man in contrast to his low propensity peers

can be characterized as:

Demographics

" Younger

" More likely to be unemployed

* More likely to be non-white

* Less educated

" Having a less educated father

0 Having lower values on the Quality Index

Attitudes, Beliefs, Values

• Feeling that important job attributes can be found in the
military

0 Believing that the military is relatively more likely to
enable achievement of life goals

* Underestimating military starting pay

0 Relatively more motivated to enlist should pay be
increased $50 a month

Environmental/Behavioral Variables

0 Having had recent contact with a recruiter

a Having sought information on a military career by mail
or by phone
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* Having taken an Armed Services test at a recruiting

station or in high school

* Having discussed entering the military with parents or
friends

* Feeling that his parents are more favorable to his en-

tering the military

(

I
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SECTION VI

KNOWLEDGE AND PREFERENCES CONCERNING

EDUCATION BENEFIT PROGRAMS

I

Iq
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SECTION VI

6. 1 Knowledge and Preferences Concerning Educational Benefit Programs

The design of the tracking study allows the acquisition of additional

information by adding new questions. Often this may be done only for a single

wave, but if the information is found to be particularly useful, the issue can

be monitored on an ongoing basis. Such new items are best inserted late in

the questionnaire so that they cannot confound wave-to-wave comparisons of

selected survey measures.

In Spring 1976 a set of questions about knowledge of the GI Bill was in-

troduced on a one-time basis. It was found that young men had a general

understanding of the educational benefits available in the Armed Services, but

that the specifics of the GI Bill were poorly understood. Positive and negative

propensity individuals did not differ significantly on overall knowledge.

The present survey included four new questions about educational bene-

fits. Question 14 assessed knowledge of the current educational benefit pro-

gram in which the government contributes $2. 00 to an educational savings account

for every $1. 00 which an individual contributes. Respondents were required

to identify this program from among three possible alternatives. Each alterna-

tive received 20-40 percent of the choices (Table 6. 1). This suggests
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TABLE 6. 1

KNOWLEDGE OF CURRENT EDUCATION BENEFIT PROGRAMS

Positive Negative
Benefit Alternatives Propensity Propensity

Eligible for up to 36
months of tuition assistance 28.7 30.2

Government adds $2. 00 for
every $1.00 saved- 39.9 31.2

Eligible for up to 18
months of tuition assistance 20.7 20.6

Don't know/No answer 10.8 18.0

Base: All Respondents

Correct alternative. The difference between the positive and negative

propensity groups is statistically significant.

Source: Qu. 14
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t-hat considerable guessing 1.curred. The positive propensity group selected

the co)rrekct prooramY (i. e. ,governnment adds $2. 00 for e,.ery $1. 00 saved)

nore kifte n than the incorrect alternatives, and significantly 1ior e o)ften than

the no-_at ive pr Iipensity g roup. H ence, it appears that, while knlowledge of the

,p c ifi cs of the cair rent tducationial be nefit is rio ey gra l txepo e st

!;.en a re SolO ewhbot einrformne d than negative propenfs it\ Incii.

.ai'ariationc,; the levt l Of the individual's contrilmtiiri to this prog.4ran

were -exaijiirad iei tht- scet.iing quetstion. Tile findings in Tale o. showy

iii t.m r,; I ,, t f re! spo nd e nts i nd ic-a ted tijat th ey WO Uld pa rt icipate if s avin igs

P) (t-,rrr-o t ijinnuin alternative) ,r '-75 (e-,rrect rnaximum alternia-

tre ptr 'er~h wre_ rebiried, liit that tn eptional 25le,,I- \vas preferr(ed by

he rte rir, .'t eACh1 level Of imditi diial saVinig for tile prog rai, po si-

es t;onrepo)rtee a irreater expected pa rtic ipatioei than negative

F 51)1..i.,it appeart, that thereC is littlC aoov)de ,uvt the current

F oll Iti)' a I le fit s p1 n. P s itiv e pr opens ity mecn are s )r-ewvhat io mre famoi -

%i. r wih if tho,iemg~tive propensitt\ men. Likewise, the\, re port greater ex-

p ecte'I pti-tit pottion1 irrespective (f thec level of requtire-d s'. intos. for lle

Hie l,,wc,t ,fI reqaiired sitvinL'YS was the inost popular.
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TABLE 6.Z

LXPE1CTEI) P :\I,'TIC[11AFION IN ALTLRINATIVE EDUCATIONAL PId,(-)RAMS

Percent Indicating 'ihat They Would Participate

Positive Ne gative

.\!:.e ritiv~ l rurams Propensity Propensity

Lf %-ou hai! tt s;'!Vte

" 1 r1(,utL 79. 7,. 0

if v, u had to : ,.

V 4th72. 1 2

if 'u 1Lad to sa ,
n7', ;t:!lt2. ' 5tu. 3

P, s, .All sp4,nde fts

C.,P1t'j altern tives. The difference between the positive and negative propensity

Wr, ,ps is stai isti(;allv significant ffr all alternativ(s.

Source: Qu. 15,, , c, V
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Because respondents are weighted unequallv it is not correct

to assess standard err,)rs by methods which w,,uld be appropriate with

unweighted data.

Hence, standard errors were ciipulud f,,r all those variables

reported at the national level using a replicated sample procedure developed

by W. E. Derning for use with weighted data (Proceedings of the ASQC,

June 5, 1961).

Standard errors estimated in this way averaged 10 percent

greater than those obtained by applying the prcedures ordinarily used

with unweighted data.

I
J he accompanying tables provide 95%",;0 confidence intervals for

percentages observed in lhis study which arc ten per(ert larger than those

obtained by ordinary binomial methods. I

I
I
I
I
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AP PEN DIX II

TRACKING ARIEA CONCEPT

Ihe 'rrackrng Area" con-ept is an integral part of the

ecti v . It is des i ned to allow each Service to relate the fi

one or several recruiting J Wtr~cts. Each Service has a diff.

ber of recruiting districts with some local discretion as to a(

and recruitment allocations. A Tracking Area represens th

ality -mong Services. Data collection and analysis based on

Areas allows comparison, evaluation, and goal, sEtting within

Service on a local basis.

The Tracking Areas were constructed arotmd these cri

1) to limit the number of Army District Recruiting Commandi

Recruiting Districts, Air Force Recruiting Detachments and

Corps Recruiting Stations to three cach or less per Tracking

to see that the TA's have a high commonality among services

high percentage of the counties' Military Available being corn

four Services, and 3) to represent regionally meaningful clus

r.,: ruiting districts 'u, i Services.

1-or purposes of this research, ?6 TA's were defined w

count for e.very county in the Continental United States. This

provides for national conclusions to be drawn from the surve)

as vell as individual findings for the 20 TA's.
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Since each Tracking Area is to contain undivided Recruiting Dis-

tricts for each Service. some counties occur in more than one TA.

For all 26 areas the cumulative overlap is 13 percent.

The percentage of Military Availables in the United States ac-

counted for by varying numbers of tracking areas is approximately as

follows:

Number Percent
of TA's Military Available

Top 5 28.7

Top 10 52. 9

Top 13 65. 1

Top 15 72.2

Top 18 81.2

Top 20 6. 8

All 26 100.0



Plage 174

re% r NIN i Mi fn.N N N N NJ ~N In N N -

00

Z-1 f N- 71 r- aNoN c)AN 0 r- 0

C) -m -i 00 ct- 't '. -.0 Y.0 O C) IV ~O r- nj '.
n -o CL M~ N N-N I -n -

U 0. a, u-, a -~ - CY-0 N N 'O- N '0-) ~ 'oc,
-o r- 'n 0 N r- ND No Inl A r oN r- otoN r-

-r -y f- N- -ID N- Nl o - 0~ -tr -o 1 0

o 'o

-n t0

2 * 21~- .. a'r- u ~ N'O'X

2 -u

u C 7

0 un-r c-0'- InI N.' m 0 ~ ~ '

0 - .1 , coN JN
&..- C z :

a,0
2~~~- m 17 r )

j C) j 11c:) l 0 1 0



MARKET FACTS Page 175

APPENDIX III

WEIGHTING OF RESPONDENTS

The need to compare characteristics of individual tracking areas

leads naturally to a study design in which the numbers of respondents in

each tracking area are approximately equal. However, since the track-

ing areas contain unequal numbers of military availables, we

cannot estimate national statistics by simply adding up the data for all the

respondents; respondents in larger tracking areas should be weighted

more heavily than those in smaller tracking areas.

The respondent weighting system used in this wave represents an

improvement over th~at of earlier waves. In the first two waves each

respondent was classified into one of 156 cells on the basis of tracking

area, age, and race (13 tracking areas x 6 age categories x Z races = 156

cells). The actual number of military availables corresponding to

each cell was estimated from census data. The weight for respondents in

a cell was then simply the estimated number of military availables

corresponding to that cell divided by the number of respondents in the cell.

The problem with that weighting method was that for some cells

with few respondents (su(h as blacks in certain age categories in certain

tracking areas) the denominator of the weighting fraction was quite variable.
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This led to weights that varied considerably from cell to cell, an unde-

sirable property since it leads to some loss of statistical precision in

the data.

The weighting system used in the current wave is somewhat dif-

ferent in principle, in that fewer weights are required. One weight is

computed for each tracking area and another for each age/race combi-

nation. The weighting constant for each cell is simply the product of

the appropriate tracking area and age/race weights.

Since fewer weights are computed by this method (26 tracking

areas plus 12 age/race combinations = 38) than by the old method

(IZ x 26 = 312) they are much more stable and the variation between

effective weights applied to individual cells is reduced substantially.

This should lead to some increase in statistical precision.

For purposes of comparison the Spring, 1976 wave of the study was

retabulated using the same technique. All results for Spring, 1976 in this

report are based on the new weighting technique, and will therefore

differ slightly from results as originally reported.
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APPENDIX IV

ADJUSTMENT IN PROPENSITY

The Y otth Attitude T racking Study contains two questionnaire

itenis on military enlistment propensity. One item (-v rs v(luntary

tntetions of inilitary service as something a young man linOht (I, in the

next few years (Q. 3). The second ite, in is a f reed rating >[ like-

lihnd ,t iin the military service (Q. 5a).

A he to propensity measures have been h. ,hly orreacte in pdat

tracking surveys. As 'ne propensity measure increas de, ti [ )tIr

measure also inc reased. Conversly, as one nasor- dre'ased, lhe,

, ,r als, dlecreascd. With krv¢wledge om the statisttoal rlati, ship

)' tweeit l i tw) mleasures and Oiven the value t ti i ]th priopct i'%.

Fmeastures, ne can e-t.iiate the value of the seid poea!ty p measret.

I his pr'-,dure was fllowed in estillating, given v d ittad prlorefs ity,

what thW frued pr )pe sity rating value woeld have li t.t icr '.a ) iolitary

service if the "top-of-mind' awareness question had not been asked.

The adjustowent serves to renmove froi the forced propenlsi tv meas are at)%

distor tiok intr duceed by placing a new tp-of-mind' awareness

question in this questionnaire between the voluntary' and forced propensik\

m easu'res.
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The propensity adjustment was computed by regressing average

enlistment propensity for the four active services on unaided mention of

the military as a career choice for Fall 1975, Spring 197( and Fall 1976.

The relationship between average propensity and unaided mention of the

military was linear. This regression line had a slope which was virtually

identical to the slope of the regression of unaided mention with each of

the services. Figure 1 illustrates the relationship between propensity

and unaided mention of the military as a career. This slope had a

value ,,f 1. 125. Hsing Fall 1976 to Spring 1977 reference points, un-

aided mention of the military as a career dropped frorn 6. 2% to 4. 50,

a drop of 1.7 percentage points. If 1. 7 is multiplied by the regression

slope of 1. 125 the result is 1.91. This represents the drop in average

propensity we would have expected if the "top-of-mind" question had not

been asked.

The expected average propensity for Spring 1977 is derived by

subtracting 1. 91 from 10. 6 (the average propensity for Fall 197(). The

result is 8.7. This 8.7 is what the average propensity for Spring 1977

would have been without the 'top-of-mind" question. The observed

a-verage propensity is 13.4. The difference between the expected and

observed figures is 4. 7. This 4. 7 is the correction factor.
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FIGITIZ 1

RELATIONSHIP BETWEEN I)ROPENSIIY AND

UNATDED MENTION (O)F fHE MILITARY AS A CAREER
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,t t ... 100 S. Wack, r D riv,. ([hit ago,. IIIino' 60 0ot, OMB #22-R-0339 Job No. H390-2

MIIIARY SERVIGi, SI U.)Y O-. _

- Scrrening i u4rtion.,' 51-4

rI. t , I rr. _____________________a__Id, "I. . ,, t lot D. ,I I

rime ,. B,gan A\/ PM rinw I wrl'd AM NPM

.,(l I .- I TtSi__lr: A I (21)

. 1'r ,g man in y-tr 1-usehird in tis ag, group? (DO NOF INS ICIJD SNS LIVING ASAY

";C'|T101_ W(.ER.MI.NAlI' AND i'I-(:i,D ON
Y-,, y N. 2 CALL RIi COkr SlE. -, AS "NQ;(")

Za. Pow ', ly ( .r non are there in your household between the ag, of to and 21)'?

2 3 I S or nor, _ (A, RII E IN NUMBER) (2L)

.,+. Nit-n is .rs. .g- pha-S" (What ar, their ages. phart -- pl.as., start with tho 0d. at. ) (RECOID BELOW.)
Qiii 3A
Sorrnitly

a Jr. or Sr. In Milit.ary S rvic, ,
In C.'O r , National Guard or Reserves

or in QJuI 3b Qu. 3c Qu. 3d
Qu, 2b AR. Grad. School Now las B, rn Will Be

1.- 17 I 0 j Y,s N !o yes No- Yes No yes

(1) I 2 '_3 [4 _b ;I t L I 2 LI 7_R (23-27)

(2) 1j z 3 4 L .1 -.z , .1 L4, - L 1 2 LA L- (28-32)

(3) F-1 L,2 [ L 5 _ . 1 2 _.i 4 2 , 2 __I 12 (33-37)

(4) [_. 1 2 - 5 [6 j1 , -I 2_ "1 1 12 (38-421

3a. DF IERMINE FOR FACI) Is (NAME FIRST AGE) currently a Junior or S.,nior il college or attenoing
Graduate School? (RECOR D ABOVE. )

31. (DE f[E.RMINE FOR k-ACI1) Is I,- ,urrittly in military se rvice. J\al ional Guard or the Resi.rvs?
(i HIS DOES NOT INCLUDE ROTC.) (RECORD ABOVE.)

3c. (ME F MINE FOR EACH) Ilas h ever served in military sNrvice, National Guard, or the Reterves?

(TIllS DOES NOT INCLUDE ROTC. ) (RECORD ABOVE. )

id. (DFE [ERMINE FOR EACII) Has hi- k accented for service in a branrh of the Armed Forces and now
is waiting for the date when he is to go on active duty? (THIS DOES NOT INCLUDE ROTC. ) (RECORD
ABOVE. )

NO'tE: QUALIFYING MALES ARE THOSE WHO ANSWERED "NO" 10 QU. 3a, 3b. 3c AND 3d. LIST THE

AGES Of tHE QUALIFYING MEN Bi-LOW (STARTING WITH THE OLDEST) AND GO TO YOUR
"RESPONDENT SELE.CTION SHEET" rO DETERMINE WHO [o INTERVIEW. [HEN, "X" ONE OF
TiE BIOXES BELOW 10 INDICATE WHETIHER OR NOr AN INCENTIVE IS OFFERED (THIS IS

NOTED ON YOUR TELEPHONE LISTING SHEETS).
1.00incentive ,I $4. 00 incentive L 7 No inceni , 3_-GO TO MAIN

.7 pINTERVIEW
READ THE FOLLOWING: Since the rest of this interview asks for the opinions of young men, may

I pleas talk to fNAME SELECTE) RESPONDENt)? You may tull him we will send him (NAME
- AMOUNT OF INCENTIVE) to thank him for helping us.

_ _ _ _ _Ages and First Names of Qualifying Males

1ELEPMIONE NUMBER (Oldest) I. _

(Next Oldest) 2.

- (Next Oldest) 3. --

(Next Oldest) 1.

MAKE UP TO FIVE CALLBACK APPOINTMENTS TO COMPLETE INTERVIEW WITH MALE SELECTED. IF
UNABLE TO CONTACT. RECORD NAME, ADDRESS & TELEPHONE NUMBER ON SHEET PROVIDED.

lst App't: Date I irre Result:

Znd A,,t 't: Date Time Re'- dt:

3rd App'i: Date Time Result:

4th App't: Date Time R,-sult:

bth App't, )ate Time . ... Result:

KEEP TRACK OF TERMINATES. CHECK HERE IF NO ONE IN

HOUSEHOLD QUALIFIES OR IF (43) 144-78 open)
NO INTERVIEW IS CONDUCTED 80-II! ,



OMB #22-R-0339
Job No. H390-2
Page 2

MILIARY SFRVICE S]UDY

(Qualifitd Re spondent)
Cd. #,'

Market Facts' Repr. (Dup. 1-4)

Field Station

Iime Interview Began _ AM/PM Iime Ended AM/PM

CHECK INTRODUCTION USED ON SCREENING PAGE. USE CORRESPONDING "MAIN INTERVIEW

INTRODUCTION."

3a. First of all, just to be sure I am interviewing the right peron, what is your age please?

16 .... 19 . . . 4 4
17 . . .. !o ,0 . . L [
18 . i . . .1

3b. Are you attending school now?

Yes I (ASK QU. 3c AND THEN SKIP 10 QU. if) (0)
No 2-0 (SKIP TO QU. 3d)

3c. What is your current year in school? (IF NECESSARY, ASK:) What type of school is it?

10th Grade (High School) ......... I 1st year of 4-year college (Freshman) . .6 (7)
11th Grade (High School) ....... .2 2nd year of 4-year college (Sophomore) .7

12th Grade (High School) ....... .3 1st year of Junior/Community college . .8
First year of special training in 2nd year of Juoior/Communstv coeec .9 

vocational or trade school . . . 4 3rd year of college ....... 0 TERMINATE
Second year of special training in 14th year of college or more x

vocational or trade school. . . ..

3d. Are you a high school graduate?

Yea I -0' (SKIP TO QU. 3f) No 2 7  (8)

3e. How many years of schooling have you conqluted?#u

Less than 1 year of High School . . 0 2 year- of High ScLI.)ol .... (9)
1 year of High School .......... . .1 3 years ot Hi,'h cih, '1. 1

3f. Are you currently eniploy(d?

Yes 17  No -7 (10) j
3g. Are you working full time or 3h. Are you currently looking for a job.

part time? ui not?

Full time 1 (11) Yes I No 2 (14)

Part time 2

3i. Now, let's talk about your plans for the n xt few years. What do you think you might be doing?
(DO NOT READ LISr. PROBE WITH "A!NY fHING ELSE?", ETC., UNTIL UNPRODUCTIVE.)

N on -milita ry

Going to school Li Working [ J Doing nothing Li

M (RECORD BELOW. IF RESPONSE IS "JOIN THE SERVICE," DE TERMINE BRANCH
A=D TYPE. IF BRANCH OF SERVICE ONLY IS MENTIONED, DETERMINE TYPE.
IF TYPE OF SERVICE ONLY IS MENTIONED, DETERMINE BRANCH.

ryv of Service

Active National DonIt Know
Branch of Service Duty Bservx Guard Type-

Air Force .................. .1 2 3 4 (153
Army .... ................. .5 b 7 8

Coast Guard ................. ... 9 0 --- R
arine Corps .... ............. -- 3 (14)

Navy... . .. .... ............ 4 5 --- 6

Don't know branch .............. 7 8 9 0

_____ ____ _ ___ ___ ,'
4' - Mv'
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Pase 3

;J. How 0.." ur ditftiull is it fr- u o.ont of your ag, t,, w.t , full time iob in your area? Would you
sai i l, odit in~p-ssibl. ver) difficut, sowhat difficult or nut difficult at all? (RECORD

.k. flow a'o t gettilt " tl b..l. -- ,.oud yuu bay it im alrost impossible, very difficult, somewhat
difficult or ,or dift , ,It ' Ill (11 ( ICO )( B! I 0)A. I

J. 3k.

I ull I 1'me Pa rt Time

AI, .op, s uplo I..- ..I) I .lb)

Souo ', hl difficuhl . ... . . 3 3

Not dills lth at all ....... 4 4

)on't know . .. .... ... . _

4a. ' ,I -- r-ntion "A, --- "I S-'v I or ''ih ' r,, ' which br anch of Srvic, do you think o first?
11"i NO._F I.' 'I' Al.. Fi NA ISF ANSW IRS. IJI.CH)U F1:LO'. )

10. 'hat "'I1 .. ' III ,i ,:u t t1, .1 ? (DO Nt' READ %I.'I ENNA I IVE ANSWFRS. RECORD

I lrst ;ec.o4d All Other

S1,ntion Mention Mentions
(17) (18) 19)

4 4I ,' ,, m. 1
s

.................................... 3

1. v . . ... .... ................... S 5

',. . . . . . . . .. . . . . . . . . .. . 0 0 0

N. , [' O ' . '". '.',d you a list w 3,.vera
1  

'iu.. which young men your age might do in the next

1.1. arm. I or It hle I r.ad. pl-ls tell .: low likely it is that you will be doing that. For in-

-, . teo,, Hi, I.. is it that you would h ... (IEAD STATEMENT)? Would you say "Definitely,

"tqlo all\,. " I.; Ily Not. ' or 'Defiiitl yl Nut?'

Don't
Probably Dt.finitely Know/

Dint'vProl'ably No Not~2L... Not Sure

liorz , ' 1z..,o:, r on .io sit- 1 io jobs ..... I 3 4 .5 (20)
%t orkxn _ I di ,t 1( iii a balii-z off'(I 0 .. .. . .. 1 2 3 4 5 (2L)

""It. . .i .0 .l . .~s., .1I ' . .. . 2_ 3 4 5 (21)

' "h ' '. .. -. .,. ... . ............... 1 2 3 4 5 (23)

, r ........... atiral G ll. ........... 1 7 1 3 4 5 (Z4)

IL IhI. thI Air Nation I 'buardr Ji or the Ar ny National ,uard L,? ? Don't Know L ) (45)

...... ...... s, r........................... -7 I'- 2 3 4 5 (26)

I' '1,' .o,: Air Force I Ary C'ast Guard Marine Corps 4 or Navy 5 DonIt 6) (27)
k. :,,re H -. rve 1 serv,- Ies- r%,,. Reserve Know

: ., . - Air I orc (a, tt- dutly) .... ....... 1 (28)

1 1 w , in th, Ar,, (acilw.i dut y) ............ 1 2 3 4 5 (9)

S r Ing inO the ' uat tiard (active duty) . ...... I 2 3 4 5 (30)

nw'r\m g to th, .larine Corps (actise duty) .. ..... 1 2 3 4 5 (31)

se v t ., i:.: i, ' I% v 1,Liiu duty) . ... . . . . 1 • 2 3 4 5 (32)

10.SiK Qu. 5b-5c I1 "I0FINIrElS." OR 'PROBABLY" YO ANY OF IHE 5 SERVICES OR NATIONAL GUARD'
H.SlIVES OR JIU 1lLIIARY SERVICE IN GENERAL (BOXED ITEMS). OTHERWISE. SKIP TO QU. 6. ASYI

.3V. St SEI*A,AIEIY FOR "ACT IVF DItTY"l AND FOl NATIONAL GUARI/RHESERVES.)

5h. Whot do yuu -hink you will join (military service/Natlonal Guard/Reserves)? (RECORD BELOW.)

IActive Qut Guards/Reservts

'Vitiin b Inonths . . . ....... . ..... 1 (3]i) i (34)

Between 6 months and one year .... ..... ...... 2 2
iore than 1 year but hss than 2 years ......... 3

years or more . . . . . . . .. . . . . . . . . . 4 4
onIt Irnow . . . . . . . . . . . . . . . . . . . . . S 5

Do 'o, expeict '/it would enter the 4r-r',ioe a .. nlil dt. man cr a, An officer?

".lsted marl ................... ...... . ...... (3S)

.Xflcer ........ ........................

.1
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6a. I'd like to read several statements. After I read each statement. please tell me how important you feel
it would be if you were considering joining the service. Here's the first one. (READ STATEMENT)

Do you consider that Extremely Important. Very Important, Fairly Important. or Not Important At All?

(REPEAT FOR EACH STATEMENT)

Not
START Extremely Very Fairly Important Don't

HEE mn l2 IMP At All Know

Gives you an opportunity

to better your life ............. .... 1 2 3 4 5 (36)
Trains you for leadership .... ........ 1 2 3 4 5 (37)

Teaches you a valuable trade
or skill ........ ................. 1 2 3 4 5 (38)

( Helps you get a college education
while you qerve ..... ............... 1 2! 3 4 5 (39)

Allows you to see many
different countries
of the world ................. . .... . 2 3 4 5 (40)

Provides good benefits for

you and your family ..... .......... 1 2 3 4 5 (41)

Is a career you can be
proud of ....... ................. I z 3 4 5 (42)

Has other men you would
like to work with .............. .... 1 2 3 4 (43)

Gives you the job you want .... ........ 1 z 3 4 5 (44)

Gives you a job which is
challenging. . . .... ............. 2 3 4 5 (45)

Pays well to start ............... . ... 2 3 4 5 (46)

6b. I'm going to read the statements again. The first one is ... (READ). Do you think this is true of any
ai the services, or not?

6 c. (IF "YES" TO QU. 6b ASK:) Which sa service is this most true of? (SINGLE RESPONSE

ONLY)

Qu. 6b Qu. 6c
True of

Any gService Most True Of:

START Don't Air Coast Marine Don't

XA X fi AR Fg fri Army z .GuZar Corps B= nw

( 3 Gives you an opportunity
to better your life. ......... 1 2 3 (47) 1 2 3 4 5 6 (58)

S Trais@ you for leadership ..... 1 2 3 (48) 1 2 3 4 S 6 (59)

Teaches you a valuable trade

or skill. .................. 1 2 3 (49) 1 2 3 4 5 6 (60)

( Helps you get a College

. education while you serve . . . 2 2 3 (50) 1 2 3 4 5 6 (61)

Allows you to see many
different countries of the
world .................. 1 2 3 (51) 1 2 3 4 5 6 (62)

) Provides good benefits for 6

you and your family ........ 1 2 3 (52) 1 2 3 4 5 6 (63)
In a career you can

be proud of .............. 1 2 3 (53) 1 4 5 6 (64)

Has other men you would
like to work with . .......... 1 2 3 (54) 1 z 3 4 s 6 (65)

Gives you the jab you want .... 1 2 3 (55) 1 2 3 4 5 6 (66)

Gives you a job which is
chaltensing ............. .I (56) I 2 3 4 5 6 (67)

I Pays well to tart ............ 2 3 (57) 1 2 3 4 5 6 (68)

I

IL t *t1
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7a. If you were advising a friend who was thinking of entering a Service,
which Service would you recommend? (DO NOT READ ALTERNATIVE
ANSWERS.)

Air Force . . .1 Marine Corps . .4 (69)

Army ......... 2 Navy .......... 5
Coast Guard . . .3 None .......... 0

7b. Will you please tell me everything you remember about the advertising 70
for the Army Reserve or Army National Guard that you have seen or
heard recently. (PROBE:) What did the advertising say? What did it
show? What was the main idea the advertising was trying to get across?

Have not seen advertising ................. .. 0 SKIP TO 72

Have seen advertising, can't remember content . . X] QU. 7d

7c. How do you feel about the advertising for the Army Reserve or Army
National Guard? Would you say it was, personally .... (REAT)
ANSWER ALTERNATIVES.)

Very meaningful to you .... ............... .. 1 (73)
Somewhat meaningful to you ................ .. 2
Not very meaningful to you ...... ............. 3

Not at all meaningful to you .... .............. 4

7d. What do you remember about the advertising for the Active Army?
(PROBE:) What did the advertising say? What did it show? What

was the main idea the advertising was trying to get across?

74

Have not seen advertising ............... . 0] SKIP TO
Have seen advertising, can't remember content .XJ QU. 8a

7e. How do you feel about the advertising for the Active Army? Would you
say it was, personally.... (READ ANSWER ALTERNATIVES.)

Very meaningful to you,. .................. .1 (76)

Somewhat meaningful to you ................ .. 2

Not very meaningful to you ...... ............. 3
Nqot at all meaningful t(, you ..... ............. 4

(77-79
open)

Cd. 3

Dup.
1-4

(5-2Z
open)

(.
- - I - -- -,..
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Now, let's go on to another subject.

8a. In the last six months, have you had any contact with a military recruiter
representing the active military?

Yes I7 No 2 (SKIP TO QU. 8c) (23)

8b. How were you in contact with the recruiter? (READ EACH
STATEMENT. START WITH THE "X'd" ITEM.)

In the Last
START Six Months
HERE Yes No

Have you gone to a recruiting station and talked
to a recruiter ...... ..................... .... 2 (24)

( ) Have you talked face-to-face with a recruiter
somewhere other than at a recruiting station. .... 2 (25)

Have you heard a recruiter give a talk at your
high school ......... ...................... 1 2 (26)

Have you talked to a local recruiter by telephone . . . 1 2 (27)

Have you received recruiting literature in the mail. . . 1 2 (28)

8c. (ASK EVERYONE) In the last six months (READ EACH
STATEMENT. START WITH THE "XId" T- 4)

Yes No
Have yo discussed the possibility of enlistment

with friends already in the service or who have
been in the service ....... .................. 1 2 (29)

Have you talked with a teacher or guiidance counselor
at school about possible enlistment .............. 1 2 (30)

) Have you talked with your girl friend or wife about
possible enlistment ..... ..................... 1 2 (31)

) Have you talked with one or both parents about
possible enlistment ...... .................... 1 2 (32)

Have you taken an aptitude or career guidance test
in high school given by the armed services ..... 2 (33)

Have you made a toll-free call for information
about the military ....... ................... 1 2 (34)

( Have you asked for information about the military
by mail . ............. ....................... 1 2 (35)

( ) Have you been physically or mentally tested at a
military examination station ............. 2 (36)
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1 have several more questions about military recruiters. (IF "NO" TO QU. Ba, ASK QU. 9a. OTHERWISE,

SKIP TO QU. 9b.)

9s. Have you ever had any contact with any military recruiter?

Yes 17 No 2 (SKIP TO QU. 10) (37)

9b. You say you have been in contact with a military recruiter. What branch or branches of the service
did they represent? (RECORD BELOW. PROBE.) Any other military recruiter? (PROBE UNTIL
UNPRODUCTIVE.)

Marine Coast Don't
Air Fore rmv Corps Nvy Gurd Ko2w

Recruite~rs represented I z 3 4 5 6 (38)

4
c. (IF "AIR FORCE, "ARMY, " OR (SKIP

"MARINE CORPS," ASK:) Did the TO
(NAME SERVICE) recruiter repre- Ou. 10)
sent the (READ ALTERNATIVE
ANSWERS - EXCEPT FOR (39) (43 

/  
(47)

"DON'T KNOW")? Active Air Active ictive

Force.. 0- Army . . Ml Marines 0L-

Air Nat. Army Nat. Ma oie

Guard.. LiZ Guard. . LR Reserve ER
Air Force Army Don't Kn ow
Reserve. 3 Reserve. 013

(ASK QU. 9d-f FOR EACH "ACTIVE" Do'Knw o'tnwRECRUITER CONTACT OR "DON'T
KNOW" FOR rilE AIR FORCE, ARMY,
AND MARINE CORPS. AND FOR EACH

NAVY OR COAST GUARD CONTACT.
ASK ALL QUESTIONS FOR A SERVICE
BEFORE GOING ON TO T4E NEXT.)

9d. Did the (NAME SERVICE) recruiter 4
contat you first, or did you contact

him? ( (44) (48) (51) (54)

Recruiter contacted first ....... I 1 1 I

Respondent contacted first . . . . 2 2 2 2 2

qc. How adequate was the information

you got fromn the (NAME SERVICE)
recruiter? Did he give you .... (41) (45) (49) (5-) (55)

All the informatiun you
wanted ...... .............. I 1 1 I

Most of it ...... .............2 2 2 2 2

Or. Very little .... ............. ... 3 3 3 3 3

'f. Wa. your attitude toward joining (NAME
-IRVICE) more or less favorable than
btfore you talked to the recruiter, or
didn't it change? (42) (46) (50) (53) (56)

(Was that ....)

Much more favorable ......... 1 1 1 1 1
or, Slightly more favorable . . . . 2 2 2 2 2

Didn't Chane ............ 3 3 3 3
Less Favorable

(Was that ....
Slightly less favorable..... 4 4 4 4 4

or, Much less favorable .......... 5

1Oa. As far as you know, what is the starting MONTHLY pay for an ENLISTED MAN in the military --
before taxes are deducted? (ROUND TO THE NEAREST DOLLAR.)

(WRITE IN) $ DonIt Know LC 5 1 1 60

10b. If the starting pay were increased by $50 a month, would you be more likely, or not, to consider
joining one of the active military services?

More Likely ....... I '* Wold it be .... (61)Much more likely . .. . .. 2

Somewhat more likely. . . . 3
Just a little more likely. . . 4

Not more likely . . . 6
Don't know ........ 7

-Wi,, .'..A, i ",,'. ,. ..)Wa , - 's'"4s., "**.*. '4.i," .-. " .. ..... ...... . . .
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II. 1 am going to read a list of life goals that young men like yourself inight have. As I read each one,
please tell me whether you feel you would be more likely to achieve this goal in the military s.r~ice
or in a civilian job. or could it be achieved in either one ? (REAL) FIRST GOAL. IF "MIIIARY"
OR "CIVILIAN, "1 ASK:) Would you say you would be (much more likely or somewhat more likely
to achieve this goal in the military) OR (somewhat more or much more likely to achieve this goalI
in a civilian job)? (RECORD BELOW.)

Military Either Civilian
Much Somewhat Milita ry Somewhat Mii h
More More or More Mar.-

Likely Like ly Civilian Likely Likely

Personal freedom. .. .. ...... ...... I z 3 4 5
Developing your potential..... ..... . . . . I 3 4 5
Job security, i.e.. a steady job .. ... ... 1 2 3 4 1(6 )

Making s lot of money. .. .. .... .... 1 2 3 4
Working for a better society........ . . . .. I 3 4
Having the respect of friends. .. ... ..... 1 2 3 4 (t.;

Doing challenging work...... ... . .... .. .. 1 z 3 4
Adventure and excitement... .. .. .. .. .... 2 3 4
Learning as much as you can.... .. .. .. ... 2 4

Helping other people... .. .. .. .. .. . . .. t 4 ~ '(t

Being able to make your own decisions
on the job..... .... . .. .. .. .. . . . ... 3 4

Recognition and status... .. .. .. .. ...... 2 4

Just a few more questiuns. How would your parents feel if you told themi yoti we-re thinking about 'aiin bit

any of the military services?

I Za. Would your lather be in favor of your joining the bvrvicu, a.gainst it. or n, utral?
(IF "IN FAVOR,'" ASK:) Would he be very much in favor of it or slightly in favor of it'"'
(IF "AGAINST, " ASK): Would he be slightly againat ir or very much against it?

(REPEAT QUESTION FOR "MOTHER. ") (RECORD) BELOW. )

EzttijL Mother

DON'T HAVE....... ...... . .. . .. .. .. .. ... U

IN FAVOR
Very much...... ... . .. .. .. .. .. .. ....
Slightly...... ... . .. . .. .. .. .. .. . ...

AGAINST
Slightly...... ... . .. . .. .. .. .. .. ..
Very much .. ............... ..... 4 4

NEUTRAL. .. ............. ........

DON'T KNOW .. .. ........................... 6

12b. (ASK FOR E ACH PERSON IN OU. 12a WHO WAS -'IN J'AVvii' 01 IA 'AUAlNSl ") YCou saidt
your (NAME PERSON) would be (IN F AVOR UP/A6 AINST) youx y'inwL- one of tho .Imlild Iy
services. Why do you think (he/she) would I,!vl that way? (DON' r 1A'J ALTERNATIVE'
ANSWERS.) 

_#LL gh

FAVORABLE COMMENTS (1) (9)
Patriotism...... ..... . . .. . .. .. .. .. .. ....
Growing up/maturity. .. .... ...... ...... 2 2
Benefits are good .. .. ...... ..... .....
Exciting job/career .. .. ..... ..... ........... 4
Jolb training/learing ;. car:er .. .. ..... .... S 5

Other than the shove........ .... . ..... .. .. 66

1INFAVORAI3LE COMMENTb (a0 (1U)
Separation /being apart. .. .... ...... ..... i I
Danger/fear of injury or d.ztl .. .. .. .... ..... 2
Loss of status of militar) vb. civiliaii status cart,

(eg."You can do Loettur than bviim4 a soldier"). i3

Civilian education.... . .................
Negative military experiene el fte.. .. ..... 

Other than the sbove...... .. .. .. .. .. . . ... '
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(ASK QU. 13a & 13b IF "YES" TO "TALKED WITH ONE OR BOTH PARENTS"
-- QU. 8c, PAGE 6.

13a. You told me you had discussed the possibility of joining the military with
one or both of your parents. Which parent did you discuss it with --

your father, your mother, or both?

Father I Mother 2 Both 3 (LI)

13b, In your discussions, who is usually the one to bring up the possivility of
joining the military -- you or your parent(s)?

Respondent 1 Parents 2 Both/not sure 3 (12)

14. You probably know that veterans of the military service can receive
financial support for schooling. Please tell me which of the following
three statements best describes the educational assistance program
available to those currently entering the service. (READ STATE-
MENTS. START WITH "X'd" ITEM.)

START
HERE

Those who complete their tour of Service are eligible
for up to 36 months of tuition assistance .... ............. . .. 1 (13)

For those willing to place a portion of their pay in an
educational savings account, the government will add
$2. 00 for every $1. 00 they save during their three
year tour ............ .............................. . .. 2

Those who complete their tour of Service are eligible
for up to 18 months of tuition assistance ....... .............. 3

Don't know ............... ............................... 4

15a. There is a current educational benefits program that involves setting aside
a portion of your monthly paycheck, and after three years the government
will add $2. 00 of educational assistance for every $1.00 saved. Given
that the current starting monthly pay is about $375, and assuming you
joined the military, do you think you would participate in this educational
savings program if you had to save $25.00 a month?

Yes I No 2 Not sure 3 (15)

15b. What if you had to save $50. 00 a month?

Yes 1 No 2 Not sure 3 (16)

15c. Do you think you would participate if you had to save $75. 00 a month ?

Yes I No 2 Not sure 3 (17)

16. (REFER TO "RESERVE TERM DESCRIPTIONS" AND "PAIR SHEETS"
FOR THIS QUESTION. ) So far we have been talking about the military in
general. Now, I'd like to ask you one question about the Reserves. In
the Reserves.... (READ PARAGRAPH INDICATED BY THE FIRST TWO-
DIGIT NUMBER OPPOSITE THE PAIR TO BE USED), Also .... (READ
PARAGRAPH INDICATED BY THE SECOND TWO-DIGIT NUMBER

OPPOSITE THE PAIR TO BE USED).

I want to read you two brief descriptions of possible Reserve situations.
Please tell me in which situation you'd be more likely to join. (READ PAIR.)

(IN BOXES BELOW RECORD: (1) RESPONDENT'S ANSWER; (2) FIRST
TWO-DflIT NUMBER; (3) SECOND TWO-DIGIT NUMBER; (4) FOUR-
DIGIT NUMBER.)

,8 W 126 "Z- ZELZ
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CLASSIFICATION SECTION

Now, I have a few Questions to help us put our participants into proper groups. Remember that the information
you give us is completely confidential.

17. Are you married, single. separated or divorctd?

Married I Single 2 Separated/Divorcel/Widowed 3 (27)

18. What was the highest educational level your fthvr (onipleted? If you are not Sure, please
give me your best guess.

Did not complete high school ....... I inishetd ( Aiege (four years) ....... . .... (28)
Finished high school or equivalent . . 2 Att, tidtd g raduate or professional
Adult education program ........ ... 3 school ......................... 7

Business or trade school ... ....... 4 Obtained a graduate or professional
Some college .... ............... 5 degree ......... .................. 8

19. What (are/were) your average grades in high school? (RFAD LISI OF GRADES.)

A's and B's ... ........... .. 1 (DON'1 READ) (29)
B's and C's ............. . ... Does not apply ............ 5
C's and D's ... ............. 3 Don't remember .......... 6
D's snd below ..... .......... 4

20. What education program (are you/were you) in, in high schooll (READ ALTERNATIVES)

College preparatory I Commercial or business training 2 Vocational 3 (30)

21. Which of the following mathematics courses, if any, did you take and Pass in high school?

Elementary Alegebra ......... I Intermediate Algebra . . . . 3 (31)
Plane Geometry .... ......... 2 Trigonometry .... ........ 4

(DON'T READ) None of these ....... 5

22. Did you take .ld Pass eny science courses in high school which covered electricity or electronics?

Yes I No 2 (32)

23. Just to be sure we are representing all groups in our survey, please tell me whether you
describe yourself as . . . (READ LIST)

Cuban ............. I Other Spanish . . . 4 Oriental . . . 7 (33)
Mexican-American . . 2 American Indian. . 5 White ....... 8

Puerto Rican ....... 3 Black .... ........ . Refused . . . R

24. Name of Respondent

Address

City/State Zip Code _

1 elephone number 3.4____________1 38

25. Next, I would like to know, your Social Security Number. Because of a recently enacted law. I must
tell you that the authority to request this information is given in 10 USC 13b. Providing this informa-
tion is voluntary on youlr part and there ace no consequences if you choose not to do so. This informa-
tion is necessary to enable us to re-contact you in the futur, regarding your decisions.

What is your Social Security Number? Z91 11I !. I 1,I

None. . . . . 0
Rfuse-d . . . X

Your opinions have been very helpful and I appreciate the time you took to participate in this survey. Thank you.
-----------------------------------------------------------------------------------------------

IMPORTANT: rO MAKE THIS A VALID INTERVIEW, PLEASE RF%'ORD ON PAGE I AND HERE
THE I.D. NUMBER FROM YOUR CALL RECORD FORM.

4-1-D W5'
(55-79
open)
80-4

-..- 1I~
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